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NATIONAL VOICE OF TRADE 


First in Quality... First in Public Acceptance 


built through three decades of continuous National Advertising 

















Tandrite 


FIRST IN ALL 














Q@UALITY 

the world’s finest calfskin, 
perfected by the unmatch- 
able Tandrite tanning 
technique. 

COLOR 

true and enduring. 


FINISH 
glorious in luster. 


PERFORMANCE 
proved supreme by 
every test. 
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pea NORA Unlined feather- 


weight sling pump. Black 
calf with fair stitched 
spaded extension welt sole. 
By 
GROSSMAN’S SHOES, INC. 
Breoklyn 5, N. Y. 
TANDRITE CALF 
No. 1000 Black 
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AND—TANDRITE IS FIRST, 
TOO, WITH ALL FOUR- 
designer... manufacturer... , 
retailer... consumer 


E. HUBSCHMAN & SONS. INC. 
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cultivate the 


. CARRIAGE TRADE” 


it grows 


a 





and grows 





shoes for children ue 


Why go after the carriage trade? Because 
where it goes, other customers follow. And 
you have tremendous advantage with Vitality 
Shoes for Children. So many mothers have 


come to depend on Vitality quality for 


CHUBBY 


themselves .. . and are grateful for the same 
fine standards in shoes for their youngsters. 
Trade on this advantage with Vitality Shoes 

**Twice as Smart for Children, Too’’ 


VITAPOISE FEATURE SHOES FOR 
CHILDREN, PRICED ACCORDING TO SIZE 





Made by America’s Sargest Shoemaker nawe 


VITALITY SHOE COMPANY, DIVISION OF INTERNATIONAL SHOE COMPANY, ST. LOUIS 3, MQ: 
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Independence Is A Wonderful Thing! 














Holland-Racine Dealers 
place a high value on their inde- NATIONALLY ADVERTISED IWN 


pendence and so do we. Seeing eye ‘ e e 
hehaui ste: the Sniiosen af Gite POST-COLLIER’S-LIBERTY*- ESQUIRE 


ite ns cies oe Seon, @eeeseeoeeaee ea eeseeeeeeeeeeeeneeenenee 
P= 


with it, through company stores. 
PRODUCTS OF PRIVATE ENTERPRISE — FOR INDEPENDENT DEALERS ONLY... 
Three comprehensive, Nationally Advertised lines — and as the ads say: sold only 
by independent dealers who are professional hands at shoe fitting; double assurance 
customer satisfaction. 


HOLLAND-RACINE SHOES, ine. 2ottex 
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G. LEVOR & CO., INC. 
Tanners Since 1876 -_ 


GLOVERSVILLE, N. Y. 
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In the days of the glory that was Rome, shoes marked the rank of the wearer. 
The Senator's calceus, or shoe, was laced up the leg with straps, and had slits 
in the sides. This particular style was reserved for him—a badge of his distin- 
guished occupation—and no one else was entitled to wear it. 


Today, although lasts vary with style, it is no longer possible to tell Senator 
from Citizen by footgear, alone. Construction no longer signifies rank. The only 
difference between the shoes of the Senator and the Citizen is determined by the 
purchaser, himself: the degree of quality of the materials and workmanship that 


goes into his shoes. 


That's why, in buying, it’s so important to be sure of getting the best. Remem- 
ber, an American Oak sole makes any shoe a better shoe. 


THE AMERICAN OAK LEATHER COMPANY 
CINCINNATI CHICAGO ST. LOUIS BOSTON 
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SNEEX 


The JUMPER HI-CUT 










Cambridge Athletic SNEEX ore specially 
designed and constructed to SUPPORT and STRENGTH- 
EN youthful, active feet to keep them normal. . . 

A. Metatarsal pad support 

B. Lasting instep arch support 

C. Air-Kork cushion heel 

Identify by trademark on every pair 

Cambridge ALL-PURPOSE SNEEX 


ideal for ovtdoor weor or indoor othietic weor 






























Qhrirr Calf 


is the leather that sells your shoes 
when the call is for sturdy smartness 


Busy women today — in the home, office, or school — are 
pleased with the beauty and utility of Gallun’s Domino 
Calf, for they know the value of smart appearance. 


This supple chrome-tanned calfskin — long a favorite 
of both men and women — has a beautiful, lustrous, 
extremely durable finish. That is why Domino Calf gives 
its wearers that well-dressed look — helps them take 
the first step to beauty. 

Satiny smooth, Domino Calf is the product of expert 
craftsmanship. Its look of quality is further enhanced 
by clean, neat punching. Here is an appealing 
combination of stylish sleekness, comfortable softness, 
and a rich, gleaming finish. 

Add to your reputation for handling shoes of 
distinction, Feature Gallun leathers — not only Domino 
Calf, but also Gallun’s famous vegetable tannages. 
Check the Gallun numbers in your orders to leading 
manufacturers. A. F, Gallun & Sons Corp., Tanners, 
Milwaukee, Wisconsin 








Bae 
sy ™ t +s 
roe ae PR AERP MeO eS 


a he 4 
4 ae 


ad 
7 


Boot and Shoe Recorder 











SHOE FOR MEN 


Taglo Made 


CONSISTENTLY | 
ADVERTISED 
NATIONALLY 











CHARACTER 
O70 Sve Design... 


Tue cassic styLinc of these two brogues by 


Johnston and Murphy reflects the clean lined 
character of the last. Beautiful toe expression is 
evidenced by the smooth, slightly walled edge 


UNITED LAST COMPANY - 








and the gradual recede on the tip. United Last 
designs, such as these, will stand firmly behind 
the year after year production of great names in 
shoe manufacturing. 


BOSTON, MASSACHUSETTS 
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Turn the corner and 
you're smack into summer... 
bask in the golden days ahead, 


but before you start, 





brighten your beach and 


vacation fashions with 





SPECTATORS 





This advertisement is reprinted from May Harper's Bazcar. 



















Over and over agatn- 








more than 56,000,000 pairs of eyes 
are reading this stimulating message — 3 ANGLENE 
Soles * 


FOR MEN, BOYS, WOMEN, CHILDREN 


MORE wear 

wv MORE comfort 

v MORE safety 

v¥ MORE weather 
Protection 

Panciene Division, Panther-Pance Co. Chelsea, Mass 











leading stores everywhere ARE FEATURING — 
millions of men, women, children ARE ASKING FOR— 


America’s foremost shoe lines ARE USING — 





NATIONAL SHOE FAIR 
Hotel New Yorker, Booth 11 


a 

ADVERTISED IN 

LIFE 

SAT. EVE. POST O és 


& Exhibiting at the 





COLLIER'S 
N. Y. TIMES MAGAZINE FOR MEN, WOMEN, CHILDREN 
PARENTS’ PANOLENE DIVISION, PANTHER-PANCO CO., CHELSEA, MASS. 


In Canada: Panther Rubber Co., Ltd., Sherbrooke, Quebec 
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Cool two-tone ventilated oxford Af 
made of selected White Buck 
and Antique Tan tip and fox- 
ing. Medallion on toe gives a 
custom-made look. 


Stock #435—As above 
Beige & Brown. $6.00 
per pair. Stock 7432— 
As above all over "e: 
Brown $5.50 per > 
pair 


per peir 





THE CAMPBELL 

Dressy all Brown ven- 

tilated shoe made of sup- 

ple perforated leather with 
soft toe and one piece vamp. 






Plain toe, without perforations, 
military blucher double sole. 


Stock #519—Brown $5.50 per pair é 
Stock #520—Black $5.50 per pair ol 
THE EXECUTIVE . ~j 


Custom-Type rugged Brogue, wing tip 
with heavy perforations that give a 
sturdy appearance. Made of fine Black 
Kip on STURDILINE’S famous 12 last. 


Stock #502—As above Antique Tan $5.50 


Stock #504 — as above Straight 
Tip $5.50 









you need NOW. Let us fill in sizes as you 
need them. 






@ STURDILINE gives you GENUINE GOODYEAR WELTS 


@ STURDILINE offers customer 
cuuitetiy enpled shee tet tap ae Snaces 
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fatan Altke as Peasin a Pod... 


Actually United Eyelets approach a uniformity far beyond “‘peas in a 
pod.” Carefully screened, time after time, they are controlled to fall 
within narrow tolerances. You are assured fast, continued production... 
added quality in your shoes. 
UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Glamour and other national Magazines 


; 
; 


















Fur EXTRA 
Color Dyeth- 


BE BE TONE 


It brings out the grain of the leather. It pro- of the leather and providing a uniform 
vides unusual color depth and a hand-rubbed __ color base. 

appearance. It’s Be Be Tone—the new tan You have a choice of sixteen warm color 
shoe color finish. It rubs on and wipes off tones— golden browns, wines and mahog- 


easily, without streaks, mellowing the tone anies—for “toning” any tan leather shoe. 


A Product of B. B. CHEMICAL COMPANY, Cambridge and South Middleton, Mass. 
Distributed by UNITED SHOE MACHINERY CORPORATION, Boston, Massachusetts 
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ror FOOT PALS are 


WALKING IN YOUR DOOR 


They see them in Esquire —in handsome, forceful 
two-color ads. Then a quick reminder — when they see 
the attractive full-color Foot Pal display in your 
window. 

When they walk out of your store in Foot Pals, chances 
are you've made a friend for life. Dealer records show 
that 8 out of 10 come back for more. 

Advertising backing — merchandising help — quality a 
grade above the price class —it all adds up to a pack- 
age of profits for you. The Wall Streeter Shoe Co., 
North Adams, Massachusetts. 


“STREETER 


iT PALS 


mane SHOES FOR MEN 
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CLARK R. GAMBLE, 
Vice President, Brown Shoe Co. 
(Makers of Roblee Shoes for Men) 


“PIG GelS RESULTS” 


“This year an estimated audience of 68,600,000 men will read 
advertisements for Roblee Shoes in national publications. An important 


part of this audience is the responsive, articulate young men’s market. 


““We selected Pic to sell the young men’s market because PIC is 
the only magazine with major emphasis on apparel designed exclusively 
for young men, and has demonstrated its ability to reach a high concentra- 


tion of that market with little waste circulation. 


“Our sales results have proved that PIC is a potent salesman of 
Roblee Shoes to America’s young men, and a valuable member of our 


Roblee advertising team?” 








| OF YOUR MARKET 





PIC The Magazine for Young Men! 122 East 42 Street, New York 17, WN. Y. 
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The Misses’ and Children’s = 
Television Boot 


aKa 


by Cambridae 


At last! A rubber outdoor Boot that gives Waterproof right up to the top because of a 
children the delight of doing things on their __ special gusset under the zipper that is an ex- 
own! ...a Boot that children can put on and _clusive Cambridge feature. Smart and stylish — 
take off easily without help. A delight for just like ‘big sister’ wears! . . . in children’s 
teachers and mothers too— the youngsters’ favorite boot colors — Red, Chocolate Brown 


Television Boot by Cambridge. and Black. 
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Sell Your Customers 





on Comfort... Quick 


“NEOLITE SOLES) 





CUSTOMER: I put off buying shoes as long as possible 
because it takes so long to break them in. 


SALESMAN: Then you'll like these NEOLITE Soles— 
they need no breaking-in! Here— prove it yourself 
with 25 steps—right in the store! 


Salesmen everywhere 
are discovering this faster, easier 
way to make sales! 


Why not start your salesmen on it now? Your 
volume and profit will increase with this NEOLITE 


*25-Step Demonstration” working in your store. 


All you have to say is, “NEOLITE Soles need no 
breaking-in!”—let the customer prove it with 25 steps 


—and the sale is made! 


Shoe retailers keep telling us that this demonstra- 
tion works like magic—both in bringing customers in— 





CUSTOMER: Say, you're right. These are as comfort- 
able as the shoes I just took off. 


SALESMAN: NEOLITE Soles are not only comfortable, 
but they outwear any leather you've ever seen. They're 
waterproof—and non-skid, too! 


and in sending them out sold right down to the soles! 

Colorful ads in Life, Vogue, Harper's Bazaar, The 
New Yorker and Parents’ Magazine spread the word 
of this NEOLITE magic to a wide audience in your 
market. Name-building radio announcements over a 
Coast-to-Coast network get to still more of the right 
people. In “Buy-Lines,” a sponsored advertising col- 
umn syndicated to 60 U. S. newspapers, millions more 
of your customers read about NEOLITE every week. 


GOODFYEAR 
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25-Step Demonstration Proves— 


need no breaking-in!” 








CUSTOMER: Boy, I'm sold on NEOLITE from now on. 


I'll wear these home. 


SALESMAN: You can’t go wrong with NEOLITE. Fif- 
teen million people are wearing NEOLITE Soles—and 


liking °em! You can’t beat ’em for comfort or wear. 





NEOLITE 
SOLES 


NOT LEATHER 
NOT FABRIC 








NOT RUBBER - 
NOT PLASTIC - 
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NO OTHER SHOE SOLE 
HAS ALL THESE ADVANTAGES! 


For the Manufacturer: 
May be stitched or cemented. 
Stitches as easily as leather. 
Uniform quality. 
No wide price fluctuation. 


Available in a wide range of colors. 


For Everybody: 
Far outwears leather— yet light 


in Ww eight. 


Needs no breaking-in—25 steps 


prove it. 
Non-skid—wet or dry. 
Helps keep shoes in shape. 
Does not mark floors. 
Forms a firm platform for the foot. 
Insulates the foot against heat or cold. 
Most comfortable shoe sole ever made. 


Nationally advertised— newspapers, 


magazines. radio. 


MARK THIS 
MARK! 
Only genuine 


NEOLITE Soles 
bear the name 
/NEOLITE” 




















FOR FASHION FIRSTS 











It is more than a simple “trial”!!! 
The designing-fitting program that accompanies every United Last style 
reflects the careful judgment and close cooperation of the Shoe and Last 
manufacturer. It is lastmaking skill that compounds the qualities 
of fit with the fickle desires of today’s feminine vogues and 
fashions. That is why United Last “Reproductions in 
Maple” continue to bring enthusiastic response 


from shoe centers the nation over. 
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Ay EVER BEFORE 


‘> IN HISTORY 
ee 


NS (Red) Cross Shoes will be affirmed ae 
& mr ot is fall Cd 
the United oN innati 7, Obio 

















we know the retailer is... and the consumer is 
... but are YOU ready for CLOSED TOES! 


Boies Sieg 














in 
AMERICAN PRODUCTION OF 


KK 


by you we mean those shoemakers who have 
been wholly or largely making open toe 
shoes for several seasons. 





Perhaps you're one of the many who fore- 
saw the current demand for closed toes and 
you're ready for action with bins full of 
smart closed toe lasts. Perhaps even now 
you're cutting closed toe uppers. Don’t wait 
until you’re ready to last shoes before 
learning all you'll need to know about box 
toes — not only the types required and how 
best to use them — but when you can be 


DORSAY ayd SLING supplied. Not all box toes are readily avail- 
able. Neither are all types of equipment. 


a wah 117" 
a Get your Beckwith agent’s recommendations 
EB 1 G EH + H \Y E AR as far as possible in advance of production. 
\ 





























pe eR 


BOX TOES 


BECKWITH: MANUFACTURING COMPANY 
Dover, New Hampshire 





Subsidsaries Agents 
Anpex-Rarsurme Company Warcet-Cumman Comrant 
Ww n, M ch St. Leuis, Missouri 


Becxwrre Mrc. Co., Lro. C. J. Suess, Incosrosatre> 
. Quebec, Milwaukee, Wisconsin 


Becawrrs Mrc. Co. or Wisconsmm Tae Geo. A. Sramwcuerms Co, 
Milwaukee, Wiscomeim Cincinnati, Ohio 
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How to Combine Toe Style and Toe Comfort 


F or toe freedom—like walking on clouds—use Celastic box toe 
material. There’s a three-in-one union of box toe doubler and 
lining—that keeps linings sag-free, wrinkle-free. 
Keep toe styles smart—use Celastic to reproduce accurately the toe lines of the last. 


Both toe comfort and style are a step ahead with Celastic. 


MELT Dox Tees 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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SURVEY AFTER SURVEY SHOWS that fit and feel rank tops in the 
appeal of men’s shoes. So, with smart styling plus good honest 
shoemaking, this new line is a natural to go places. Take a 
look at the Ward Hill profit-making 3-way sales program ! 


1. AN HONEST SHOE! Planned for comfort ... that’s Ward 
Hill! Plus honest shoemaking and great good looks 
styled by William Leon Knipe. Made by a manufacturer 
for over 60 years famous for fine shoes. 

2. NATIONALLY ADVERTISED! Ward Hill takes a man’s 
problem of fit and feel to heart. Shows him the hows 
and whys of comfort. 

3. CONSUMER EDUCATION! Ward Hill Shoes are out to help 
you get more satisfied customers through better fit . . . 
devoting thousands of precious dollars to get each of 
your customers to accept the shoe dealer’s judgment— 
your judgment — and no longer insist on buying the 
wrong style shoe for his type foot. 

WARD HILL SHOES are sold only through a very limited num- 

ber of carefully selected dealers. For more about this new 

branded line, Ward Hill Shoes, write to Knipe Brothers, 

Incorporated, Ward Hill, Massachusetts. 


KNIPE BROS., INC. - WARD HILL, MASSACHUSETTS 
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*Yes, there are hundreds and thousands 
of prospects — your customers — who'd 
love to live in bedroom slippers. 


No. 6707 
on the Commando last 


25 














The young crowd will adore them and so will budget- 
minded mothers. So bright, so colorful, so practical. They’re and 
naturals for extra-pair profits. Ac ever popular “saddle enlerd” ter of 
season-long sales. Has Vinylite toe tip ond 
: soddie. Novy Blue with Brave Red Trim 

Orders are now being accepted for June, July and August Desert Sand with Beaver Brown Trim 


shipment, or at your request a BALL-BAND Salesman 
will call. Write soon. 


x Eye-catching colors children can’t resist. 
Durable, cleanable, fabric uppers, especially selected 
for Summer and Fall wear. 


Flexible, buoyant, “Duo-Texture” platform, ideal for 
growing feet. 


“Rough ’"N Tough” non-marking crepe-pattern soles 
. . . vulcanized on to stay. 

Bright Vinylite trim, on two numbers, and vulcanized 
rubber platform cover for extra wear. 

Popular “California” slip-lasted construction embody- 
ing the finer workmanship for which BALL-BAND is 
famous. 
















ROBERTA 
A tie oxford with open toe that's light, ovry 
ond cool. ideal for those Eorly Summer and 
Hot Wecther” Promotions. All White onc 
White with Brave Red Trim. 


LS 


AAA 


PLAYLAND 

Popular ghillie tie oxford with Vinylite toe 
tip and saddle. Nevy Blve with Brave Red 
Trim. Desert Sand with Beaver Brown Trim 
Misses’ sizes only. 


Misses’ holf sizes 12-3 
Child's holf sizes 6-12 





FAIRY 
single strop open toe sondal that's per- 
fect for summer-long wear. Strap has ad- 
stable buckle with snap fastener. Novy 
Bive with White Trim . All Brave Red. All 


—Ball-Band 


MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, lediana 
THE RED BALL POINTS THE WAY TO PROFITABLE MERCHANDISING 
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Every WANTED style - White or Red MCC 


FOR IMMEDIATE DELIVERY 


Carefree Casuals From 


No. 415—Ankle Strap, 
Roller Side Buckle—Price, 
$2.35. 

Colors: White or Red Elk, 
and Black Suede with Ar- 
tow buk platform. 

Sizes: 4 to 9 M Widths 


No. 417—Jester Pump, 

Roller Sid Buckie— 

Price, $2.35. 

Colors: White or Red Elk, and Black 
Suede with Arrow buk platform 

Sizes: 4 to 9 M Widths. 


No. 6412— Envelope Ox- 
ford—Price, $2.35. 
Colors: White or Red Elk, 
and Black Suede with Ar- 
row buk platform. 
Sizes: 4 to 9 M Widths. 


No. 6414—T-Strap, 
Roller Side Buckles 
—Price, $2.35. 

Colors: White and Red 
Elk. 


Sizes: 4 to 9 M Widths. 


Warm May Sunshine signals the start of casual selling in 
every state in the union. This year, we're helping you to 
make it bigger and better than ever with this carefree group 
of Smooth Elk Casuals by Gerda—with no-mark, durable 
soles. All the color, glamour you expect from Gerda, and 
new, high quality that will get your promotion right out 
in front. y No. 6420 — Step- in 
SUEDES—MAY DELIVERY / ee aon S80. 
. Colors: White or Red 


ERDA FOOTWEAR C0., ING. 


Sizes: 4 to 9 M Widths. 
158 DUANE STREET* NEW YORK 13, N.Y. 





Boot and Shoe Recorder 

















Pre-War Dollar Values 


____. MADE AND PRICED TO MEET AND BEAT 


Men’s ELK 
VENTILATED 
OXFORDS 
HEAVY LEATHER SOLE 

No. 875 TAN 
No. 876 BLACK 
PRICE $2.65 
WITH 
“ARMORTRED" 
ZEBRA CORD ON END 
SOLE AND HEEL 


No. 777 TAN 
No. 778 BLACK PRICE $2.60 








COMPETITION... Place your order today 









No. 820 TAN 


Men’s ELK 
VENTILATED 
ZIPPER OXFORDS 
HEAVY LEATHER SOLES 

PRICE $2.72'/2 net 
SIZES 6/11 7/12 
36 PAIR CASE LOTS ONLY 


No. 700 Men's TAN 
No. 701 Men's BLACK 
No. 401 Boys’ TAN 
No. 402 Boys’ BLACK 
Men’s and Boys’ KID ROMEOS 
HEAVY LEATHER SOLES - FULL LINED 
PRICE MEN'S $2.82 per pair net MEN'S SIZES 6/11 7/12 
BOYS* $2.72 per pair net BOYS’ SIZES 1/6 
#6 PAIR CASE LOTS ONLY 





SIZES MEN’S 6/11 7/12 
36 PAIR CASE LOTS ONLY 








No. 131 Men's 
No. 125 Women's 


Men’s and Women’s 
BOWLING SHOE OXFORDS 
GENUINE BLACK HORSE UPPER LEATHER 
PRICE MEN'S $3.10 net MEN'S SIZES 6/11 7/12 
WOMEN'S $2.95. net WOMEN'S SIZES 3/8 4/9 


Left Shoe LEATHER o Right Shoe WHITE RUBBER 
Heels WHITE RUBBER @ 36 PAIR CASE LOTS ONLY 





Well- Built Shoe Mfg. Co. 





Men's TAN 
. 531 Men's BLACK 
. 450 Boys’ TAN 

. 451 Boys’ BLACK 


Men’s and Beys” 


ELK WORK OXFORDS 
"* ARMORTRED”’ ZEBRA CORD ON END SOLES AND HEELS 


PRICE MEN'S $2.70 net @ Heavy Elk Upper 
BOYS’ $2.60 net @ Leather Covered Insole 


© Leather Counter Pocket 
36 PAIR CASE @ Leather Backstay 
LOTS ONLY @ Drill Vomp Lining 


MILFORD 
MASS. 
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Huskies Advertising 





Circulation in your State, of Magazines and 


Newspapers carrying advertising of “HUSKIES”’. 














Right in YOUR 











Alabama . . 252,724 | Nebraska . . 290,997 
2 123,010 | Nevada ..... 76,242 | 
Arkanses _ 189,141 | New Hampshire. . 102,505 Home Town 
California . 1,979,189 | New Jersey . . 763,915 ° 
we 92 Foe pei . ey .,,, How Huskies Localizes Its National 
nnecticut w - a ’ ae 
Delaware 98,961 | NorthCarolina . . 393,045 Advertising For Your Good. 
Florida... . . 397,434 | North Dakota. . . 123,512 Total Circulation 
Georgia ..... 286,414 | Ohio . 1452,958 “i 
ee ee 145,384 | Oklahoma ... . 392,154 Per Issue 
ee 1,385,817 | Oregon .... . 438,985 
Indiono . .. . . 800,780 | Pennsylvania . . 1,700,977 
Pre ar 539,905 | Rhodelsiand . . . 130,752 
Konsas ..... 415,404 | South Carolina . 173,891 
Kentucky. .... 244,717 | South Dakota . . 145,232 
Louisiana 230,248 | Tennessee . 263,643 Write your regional 
“RES as 177,934 | Temes ..... 1,012,509 Ser cillae ase 
Maryland ga 8 113,951 eae. 2 oe 
Massachusetts . . 723,901| Vermont... . . 75,655 a 
Michigan. . . . 1,162,319] Virginia .... . 388,675 
Minnesota . . . . 544,466 | Washington 553,601 
Mississipp? . . . 157,780 | West Virginia . . . 258,690 
Missouri . . 521,416 | Wisconsin . . . . 628,943 
Montane . . . « 145,148 | Wyoming 72,482 
Huskies 
skies (7 
For men, women, boys, girls ( Pa; “~ 
Distributed by: NY. 
David Brown Shoe Co. Powell & Campbell Co. 
807 E. Baltimore St. 122 Duane St. . re 
Baltimore, Md. New York, N. Y. 
Cc. W. Marks Shoe Co. B. Rosenberg and Son TO RETAIL 
41 So. Wells St. 225 Decatur St. 
Chicago, Ill. New Orleans, La. 


Soinit Shoe Co. 
817 So. Los Angeles St. 
Los Angeles, California 


Manufactured by: Hussco Shoe Company 1328 Broadway, New York 1, N. Y. 
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Don't Sunburn your displays @ f 
—or hide them! 












What you need is sun protection plus 
visibility with Transparent Shades 


YES sir, you can cut your display costs to rock bottom by 
installing Transparent Shades. These remarkable shades let you 
SAFELY display even your most delicate goods — let you say 
goodbye to sunburn “discount sales” or complete losses. At the 
same time, Transparent Shades increase sales by keeping your 
window displays attractively visible on brightest days. (No 





Transparent SHADES protect 
your display merchandise from costly 
sun damage, yet give shoppers complete 





visibility. Lawer diapiay costs — more 1 for hiding with awnings, canvas strips, and such.) 
sales. Long lasting, economical, too! 
Write today for complete information. 


More than a million Transparent Shades are now saving 
money for merchants everywhere. It will likewise pay you to 
examine the money-saving facts. Send for a free copy of the 
illustrated brochure “Sun Protection plus Visibility through 
Transparent Shades.” Mail the coupon or write today. 
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¢ Transparent Shode Company we y 
¢ P. ©. Box 2135, Dept. BS 5, Terminal Annex, tos Angeles »« 
S $4, Calif. : 
* Yes, send without obligation your illustrated brochure, “Sun ¢ 
: Protection plus Visibility through Transparent Shades.” | wont / 
#  =te stop needless fading and hidden displays — to cut my display , 
: costs and increase sales, : 
’ , 
4 Nome Position : 
$ Store Name 
, 

¢ Address ; 
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OS knows _ that 
retailers like local news- 
it sells the most merchan- 
dise for them. That's why 
Sundial's own national ad- 
vertising is concentrated in 
newspapers . . . 38 of 


Sundial territory. You'll see 
ads like this every week 
selling “shoes for all the SUPER FOOT FLATTERY 

family” to over seven and IN SOPHISTICATED DESIGN 


a half million families. ; 





PERFORATED TO PERFECTION 
...TO GRACE YOUR FOOT 





SUNDIAL SHOE COMPANY, MANCHESTER, NEW HAMPSHIRE 
DIVISION OF INTERNATIONAL SHOE COMPANY 








New plan 


broadens opportunity 


for regular 


Savings Bond buying 


The Treasury Department 
and the backs of America 
are making it possible for 
people not on the Payroll 
Savings Plan to purchase 
Bonds monthly on an “au- 
tomatic” arrangement with 
their banks. This program 
is intended for self-em- 
ployed people and others 
to whom the advantages of 
Payroll Savings are not 
available. 


Support this new cam- 
paign by devoting some of 
your advertising space to 
the “Buy Where You 
Bank” plan. 











that will do the most 
FOR YOUR STORE 


1, Feature a “sure-seller”—U. S. Savings Bonds. 


2. Give it a dramatic headline—This is easy, because Bonds are such 
a good buy. They pay $4 at maturity for every $3 invested! 


3. Tell all the facts clearly—Bonds pay a high cash profit. Bonds are 
as safe as U. S. currency. The purchase of Bonds builds security for 
the individual and for the nation. People can buy Bonds regularly ona 
convenient, “automatic” basis through the Pay roll Savi ings Plan where 
they work, or, if they’re self-employed, through their banks. 


YOUR STORE BENEFITS every time you run an ad on Savings Bonds, 
because people respect the store that does a public service. No other 
type of ad can win your store more prestige and good will. 


You'll benefit*your store, your community, and your country by devot- 
ing a generous portion of your advertising schedule to Savi ings Bonds. 
If you wish to run the official Savi ings Bonds ads that have been prepared 
for retail stores, you can obtain mats by contacting | your State Director 
of the Treasury Department’ s Savi ings Bonds Division. He can also help 
you build up your own Payroll Savings Plan—the plan that brings a 
feeling of extra security to your employees . . . enables them to be hap- 
pier, more efficient workers. 


The Treasury Department acknowledges with appreciation the publication of this message by 
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This is an official U.S. Treasury advertisement prepared under the auspices of the Treasury Department and The Advertising Council. 
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In shoes—as in shanks—fit is foremost. 
When you buy United Shanks, you can 
select the type that correctly fits the shoe bot- 
tom. You can be sure of shanks that are 
precision fitted to your run of lasts... and 


always uniform in bend and temper. 


UNITED SHOE MACHINERY CORPORATION | 
140 FEDERAL STREET, BOSTON, MASS. eee es 
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VITA-TEMPERED 
STEEL SHANKS 





@ Are tough, hard, uniform 
@ fit like master models 
@ clean, ready to use 


@ provide even balanced tread 
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THE FLORSHEIM SHOE COMPANY - CHICAGO e MAKERS OF FINE SHOES MEN AND WOMEN 
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ashin wshington newsreel 


by EUGENE J. HARDY 





Removal of artificial trade barriers now in effect throughout the 
world, which prevent the United States from obtaining its fair share of the raw 
materials needed for footwear production, rather than reduction of U. S. leather 
tariffs, should be the prime objective of American negotiators at the Geneva 
World trade conference, according to Irving R. Glass, Executive Vice-President, 
Tanners’ Council of America. 

Mr. Glass, appearing recently before the House Ways and Means 
Committee on the reciprocal trade agreements and International Trade 
Organization charter negotiations now being conducted at Geneva, told the 
Committee that the tanning industry is vitally interested in the reestablishment 
of freer world trade since the United States is a net importing nation with 
respect to hides and skins, to the tune of more than 70,000,000 hides and skins 
annually. He pointed out, however, that this could not be achieved by merely 
lowering U. S. tariffs except with disastrous results to the domestic leather 
industry, as well as to shoe manufacturers and producers of other end products. 

Backing up his statements with adequate data, Mr. Glass said that 
U. S. leather tariffs should not be reduced for the following general reasons: 
they are already lower than the rates imposed by other countries, the existence 
of forei raw material restrictions and discrimination which contradict the 
meaning of reciprocity, the threat of British Empire preference, which has 

always discriminated against the United States, and the advantages enjoyed b 


subsidized industries. 
Pointing out that any tariff cuts negotiated with the 18 nations at 


Geneva would apply equally to all countries, Mr. Glass stated that this could 


not be justified with regard to a nation such as Argentina, whose international 
banditry in world hide and leather markets is unique. 

However, Argentina is not alone in creating artificial barriers to 
world trade, subsidizing industry, and maintaining a tight control over exports, 


as has been pointed out on this page many times. Nor is the Peron regime alone 
in attempting to enjoy to the fullest the thriving leather industry built up 
during the war at the expense of U. S. tanners who have not yet completed the 
difficult transition from six years of controls and regulations. 

Other countries maintaining restrictions on foreign trade in hides and 
skins include Brazil, India, Australia, New Zealand, British Africa, French 
colonial possessions, Turkey, Chile, Colombia, Costa Rica, Ecuador, Nicaragua, 
Paraguay, Peru, Uruguay, and many others. 

During the war years, practically all the Latin American countries 
made tremendous strides in increasing production of foreign leather at the 
expense of the United States, as did Canada, South Africa, Egypt, Australia, 
New Zealand, and India. Faced with excess capacity, many of these nations 
untouched by the war are turning to export markets for their leather and 
leather products. 

In view of these conditions, it seems utter folly to discuss tariff 
rates with other nations, for it is evident that no useful long-range purpose 
can be served from tariff reductions until the United States is again given free 
access to raw mat materials abroad on a reciprocal basis. 

* *+ & & 






















































































































































































Two retail shoe groups have been included on the roster of 44 national 
retail associations named to serve on the Department of Commerce Retail Trade 
Advisory Committee. These are the National Shoe Retailers Association and the 


National Council of Shoe Retailers. 
The committee was established in accordance with a recommendation made 


by retailers at the conclusion of a two-day conference with the Department last 
September. 
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= _ FOR YOUR GOOD BUSINESS FUTURE 


er ey: “wl. ¥AKS’ new home at Halifax, Va. is helping answer the 
i “demands of your fastest-growing market: the “teen-age 
at “and college group. This medern, daylight plant gains in 
setae: ‘efficiency by operating entirely on one floor. . . 42,000 
“square: feet devoted exclusively to turning out smart 
C cagidles, élever casuals and smooth slacks . . . shoes that 
Zz will, build sales for you in the months and years ahead. 
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N METROPOLITAN SHOE COMPANY 
ynchburg, Virginia 
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ALLURING FOOTWEAR 
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TWEEDIE FOOTWEAR CORPORATION + JEFFERSON CITY, MISSOURI 
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alk of the trade 





JAY D. RUNKLE, vice-president 
and general manager of Crowley, 
Milner & Co., Detroit, says; 

“We retailers cannot force the 
public to buy goods. We can sell 
only what the public wants and at 
prices the public is willing to pay. 
Furthermore, we cannot buy for 
distribution goods which we cannot 
distribute. The time has come when 
producers as well as distributors 
roust listen to the voice of the cus- 
tomer, hearkening back to that old 
adage: “The customer is the boss.’ 





And it is also time to remember an- 
other old maxim: ‘Have the things 
that customers want at the time they 
want them; and have them right in 
style, right in quality, right in ma- 
terial, right in size, right in color 
and right in price. 

“We in retailing are dependent 
not only upon the good will of our 
customers but upon the healthiness 
of our resoutees. We want the pro- 
ducers of our goods to be strong 
and capable of continued operation. 
We want our manufacturers to 
make reasonable profits which will 
assure us of dependable sources of 
supply. . . . Manufacturers should 
produce and retailers can sell con- 
sumer goods of prices, qualities and 
types which the consumers actually 
want. It must be realized that there 
is in existence for every item of 
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merchandise the right price. a price 
which is of top importance to the 
consumer. It is of top importance 
to retailers and manufacturers, too, 
for it is the price at which the mer- 
chandise moves. 

“At this moment, our’ eco- 
nomic situation calls for us all 
to embark upon a cooperative 
five step program: (1) Let us 
find out what the customers 
want. We, all of us, need sen- 
sible surveys to obtain public 
opinion of our products. (2) 

e must make what is wanted. 
Mills and factories must take 
the attitude that they are in bus- 
iness to serve the public, just as 
retailers are. (3) We must cui 
our costs through the medium 
of higher individual productiv- 
ity at reasonable profits. (4) 
We must make all prices rea- 
sonable, lowering them, when 





they are too high, to a point 
consistent with proper manage- 
ment. (5) We must avoid mo- 
nopolistic practices in both do- 
mestic and international trade 
to the end that there should he 
free distribution of goods both 
at home and abroad.” 


7. > * 


WILLARD W. COLE, executive 
vice-president of Lytton’s (Henry C. 
Lytton & Co.), Chicago, IIL, says. 
“We are entering into a new peri- 
od of competition—a period in 
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which competition will be keener— 
but these things are a direct chal- 
lenge to management. Lytton’s wel- 
comes the challenge and is not at all 
fearful of the results. Consequently, 
our expansion program has picked 
up speed in recent months (purchas- 
ing stores and acquiring locations 
in Alton and Joliet, IlL, as well as 
Cincinnati, Ohio). 

“Our original store began with a 
very simple merchandising formula: 
Obtain and offer for sale the best 
possible merchandise in price ranges 
keyed to the Lytton customers. Let 




















the customer select what he or she 
wants—and have the privilege of 
returning the merchandise if it is 
not satisfactory. Liberal credit for 
the convenience of the customer, but 
not credit terms designed to extract 
a higher price for merchandise 
through hidden interest charges. In 
other words, at Lytton’s the cus- 
tomer is always right. 

“We are following today — we 
have followed for years and expect 
to continue to follow the policy of 
acting as distributor for nationally 
branded, advertised merchandise. 

“We feel an obligation to let the 
public know what we think of gen- 
eral business conditions and expec- 
tations from time to time. Our view 
right now is that competition is re- 
turning fast to the retail field and 
that stores will rise or fall through 
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the application or lack of applica- 
tion of know-how, time-tested prin- 
ciples and aggressive merchandis- 
ing.” 





A NAME WITH FAME 








—Just one hundred years ago the 
following advertisement appeared 
in the New York Tribune: 

—"GOODYEAR'S OVERSHOES — 
Ladies’ and Gents’ overshoes, manufac- 
tured from Goodyear's celebrated 
Metallic india Rubber, perfectly flex- 
ible in the coldest weather. For sale 
by the case or single pair, by Brower & 
Brooks, 100 Broadway. Advt." 

—In the 17th century caoutchouc 
(rubber) was found in use by the 
natives of America—the Indians; 
hence its name Indian Rubber. 

= rs counts ened 

year accidenta ro 

some rubber and sulphur aye 
kitchen stove and made the not- 
able discovery of vulcanization, 
whereby the rubber became elas- 
tic and useful at varied tempera- 
tures. His sixty patents on his 
Indian rubber inventions pointed 
the way for the rubber industry 
of modern days. 

-——The Goodyear Welt Sewing Ma- 
chines which revolutionized the 
manufacture of shoes, bear the 
name of his son, also named 
Charles. Truly, the Goodyears 
are among the Patron Saints of 
the shoe industry! 
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IT SURE was a hard Winter and to 
prove it — a merchant friend in 
Milwaukee, sent us a letter which 
their Credit Department had re- 
ceived, in answer to a collection 
reminder: 

“Gentlemen: 

“The day we had our quarantine put 
on I went to town to get some medicine 
and walking home from the station the 
wind blew chiggers on me and I got 
the scobies from that and after getting 
over the scobies, we all got the itch— 
probably ate too much of our pork 
when it was too fresh and are now just 
recovering from the itch but we spent 
nearly a hundred dollars on doctors, 
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drugs and when we had the chiggers, 
had to buy new blankets to make up 
beds as all bedding had to be washed 
or sent to cleaners. 

“So now I hope to send money by 
the second pay day. We really had a 
Winter that we won't forget.” 

* @# 


CARL FLIESBACH, who has been 
manager of the Walk-Over Shoe 
Stores in the Chicago area for the 
past 31 years, has followed a num- 
ber of basic principles of merchan- 
dising. He explains: 

“The ‘flash’ shoe, whether in style 
or color, cannot be counted upon 
as a profitable venture. Through the 
years, we have learned, for exam- 
ple, that gray is always a question- 
able color to stock. This is also true 
of exotic evening slippers The wo- 
man who purchases a high style cos- 
tume, whether for daytime or eve- 
ning wear, is generally apt to buy it 
in one of the large department 
stores or in a specialty shop, where 
footwear is also carried. Thus, when 
she looks for accessories to tie in 
with these new clothes, she usually 
shops in the same place for them. 

“Certain high colors—such as red 
or green,” says Mr. Fliesbach, “have 
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come to be practically staples today 
—particularly red. But ‘odd’ shades 
such as purple or caramel or amber 
or gray are definitely limited in their 
appeal. Therefore a shoe shop is 
wiser not to include these in the 
stock. Better to miss those few pos- 





sible sales entirely, than to load up 
one’s shelves with novelties which, 
when not sold, become a very large 
mote in the retailer’s eye. Since the 
shoe merchant cannot ‘just buy one 
or two novelties’ but must include 
in his orders a full size range of each 
number, a considerable sum of 
money is inevitably involved. 

“My advice to the smaller mer- 
chant is to concentrate upon the gen- 
eral taste rather than try to appeal 
to the high-fashion-minded women 
whose taste is often fickle and whose 
trade is too frequently uncertain.” 
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“Hmm! Guess the company forgot to put heels on this shipment.” 


Boot and Shoe Recorde: 











Shoe Prices Firm at National Fair 


Big Attendance as Fall Lines Open in New York, with 
Interest Focused Mainly on Prices and Fall Trends in 
Shoe Styles—Henry J. Taylor Keynote Speaker at Open- 
ing Meeting; Remainder of Week Devoted to Business 


DESPITE the barrage of publicity 
laid down in recent weeks to sig- 
nalize a nation-wide assault on the 
generally prevailing high price level, 
shoe men who gathered ‘in New 
York at the beginning of this week 
for the opening of the National 
Shoe Fair found shoe prices hold- 
ing firm on the great majority of 
lines. Small reductions were noted 
here and there on certain types of 
shoes, some reflecting advantageous 
purchases of leather made some 
weeks ago when prices on certain 
weights eased a little, others being for 
the most part, nominal reductions on 
dividual shoes or lines, dictated 
mainly by a desire to conform to the 
demand for lower price merchan- 
dise. A few shoes actually showed a 
slight increase over prices prevail- 
ing before April 1. 

Many manufacturers emphasized 
the point that they were actually 
reducing their profits on some of 
their shoes in order to hold prices 
at the levels that have prevailed dur- 
ing the Spring season. Few of them 
saw any early prospect of substan- 
tial price reductions now or in the 
near future, believing that the con- 
dition of world markets and the 
short supply of raw materials, plus 
existing wage rates will operate to 
peg prices at a relatively high level 
for some time to come. 

While conceding that calfskin 
prices have not been stabilized and 
that skins have recently shown a 
tendency to ease off a little, most 
manufacturers seemed of the opin- 
ion that the statistical position of 
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LAWRENCE 8. SHEPPARD 


President of National Shoe 
Manufacturers Association and 
Chairman at Shoe Fair Opening. 


the raw calfskin market is such that 
hopes for substantially lower prices 
on .calf leather is mostly wishful 
thinking. It was pointed out that in 
many cases present prices of shoes 
do not actually reflect the peak 
prices for calfskins that have pre- 
vailed until recently. 
Manufacturers, in general, report 
an improvement in the situation 
with regard to deliveries, due in 
part, no doubt, to improvement in 
the overall materials supply situa- 
tion, increased production and the 
building up of retail inventories 
with a corresponding decrease in 
pressure for shoes. In view of the 
firm price attitude on the part of 
the manufacturers, many buyers are 


pursuing a somewhat cautious pol- 
icy, expecting an eventual break in 
prices on some lines if the makers 
fail to obtain the volume of busi- 
ness they hope for. They figure 
such a break could spread to other 
lines and eventually affect the entire 
shoepricestructure. There wasn't any 
real indication of anything like this, 
however, as the Shoe Fair opened. 
Manufacturers are still selling on 
an allotment basis and, for the most 
part, allotments are being picked up 
as granted. Some of them say pro- 
duction and deliveries continue to 
be their principal problems. 

So far as inventories are con- 
cerned, the opinion was expressed 
ty one manufacturer whom the 
RECORDER interviewed that good 
merchandise in wanted materials, 
colors and styles is moving well 
and without much price resistance. 
While stocks contain a considerable 
proportion of undesirables, the 
more careful merchants have set 
up reserves to protect themselves 
against losses on shoes that were 
bought under wartime conditions. 
Some of them are segregating these 
portions of their inventories for 
early clearance. 

One manufacturer summed up the 
situation as he saw it by declaring 
that “in the majority of cases of 
manufacturers making staple types 
of shoes there is no justification for 
any drastic change in prices at the 
present time. As a matter of fact, in 
order to maintain our present price 
structure we are forced to narrow 
our profit margin to a point which 
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Prominent in Shoe Fair planning were, left to right, W. W. Stephenson, broad-visioned and efficient vice-president of 
NSMA; Edward C. Orr, successful Cincinnati shoe merchant and NSRA president; Harold R. Quimby, industry's his- 
torian, publicist and genial NSMA secretary; L. E. Langston, able and energetic executive vice-president of NSRA, whose 
retail background and experience provide a valuable perspective for his practical appraisal of today's shoe problems. 


would not be considered satisfac- 
tury for any length of time.” 


GATHERING cumulative interest 
in recent weeks from the increasing 
attention focused on price develop- 
ments, the National Shoe Fair that 
opened April 28 in New York—first 
of its kind to be held in the East 
and first shoe show to be staged in 
the Spring season under joint au- 
spices of the two great national shoe 
associations—gave every indication 
ef living up to advance promises of 
being one of the biggest trade fairs 
in shoe history. 

From every section of the United 
States, from Canada, South Amer- 
ica and Europe they came. To a 
greater extent than ever before it 
was international shoe fair, indicat- 
ing the growing competition 
American shoe manufacturers can 
expect from abroad and by the same 
token the possibilities for American 
shoe business that exist in other 
lands. In a shoe sense, at least, 
the trend of the future apparently 
lies in the direction of one world. 

Retailers and buyers from distant 
points, notably the West and South, 
began to arrive in New York as 
early as Friday and Saturday. By 
Sunday they were coming in from 
everywhere, and with a difficult 
hotel situation to start with, it was 
evident that available facilities 
Would be taxed to capacity and be- 
yond. In fact it was apparent that 
many shoe men from nearby areas 
would have to commute to the Fair 
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by train, bus or subway and count 
on returning home for a night's 
sleep. Literally, by Monday noon 
the town was full of shoe men. 
Actually the four hotels gave 
every indication of a National Shoe 
Fair in full blast on Sunday, al- 





HENRY J. TAYLOR 


Foreign correspondent, author and 

commentator whose frank discussion 

of world outiook deeply impressed 
Shoe Fair audience. 


though the program listed Monday 
as official opening day. Most of 
the manufacturers had their exhi- 
bition rooms ready, lines were 
spread and sales representatives pre- 
pared to talk business. From the 
beginning it was evident that this 
Skoe Fair was to be strictly a busi- 
ness affair. Manufacturers, sales 
representatives and merchants were 
ir. a changed mood since last Octo- 
ber; this time it was the buyers who 
were inclined to be coy.. But in 
spite of all this plenty of orders 


were written Sunday and Monday, 
some of them at prices below those 
manufacturers had been quoting 
prior to the show. 

First of the formal features of 
general interest on the Shoe Fair 
program, Monday’s noonday lunch- 
eon session at the Commodore was 
also the last. No other general 
meetings were held under Shoe Fair 
sponsorship. Tuesday night sales- 
men were the hosts and entertained 
visiting merchants and buyers at 
two gala and colorful events, the an- 
nual banquet and show of the 210 
Associates, Inc., in the grand ball- 
room of the Waldorf Astoria, and 
the 41st annual dinner of Boot and 
Shoe Travelers Association of New 
York in the ballroom of Pennsyl- 
vania Hotel. 

Monday’s Shoe Fair 
luncheon was staged in the grand 
ballroom of the Commodore, with 
Lawrence B. Sheppard, president ‘of 
the National Shoe Manufacturers 
Association, as chairman. Edward 
C. Orr, president of the National 
Shoe Retailers Association, greeted 
the visiting shoe men with an ad- 
dress of welcome, and the principal 
speaker of the occasion was Henry 
J. Taylor, famous radio commen- 
tator, author and foreign corre- 
spondent, whose subject was “Look- 
ing Ahead at Home and Abroad.” 

In a statement issued Sunday, 
L. E. Langston, NSRA vice-presi- 
dent, asked for thorough-going ef- 
forts to achieve lower costs in the 
leather and footwear industries. 


National 
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(itor outlook 


by W. W. STEPHENSON 
Executive Vice-President of National 
Shoe Manufacturers Association and by 
invitation Contributing Guest Editor for 
this issue of Boot anv SHor Recorper. 


Meet Resistance with Salesmanship 


THE shoe industry is having extreme difficulty in read- 
justing itself to conditions which differ radically from 
those which have existed for the past five years. Since 
1942, every retailer and manufacturer has had a ready 
made market for whatever quantities of whatever types 
of footwear he could make available to the public. During 
most of this period, policies and prices were established 
by government, sales were automatic and blandishment 
and persuasion replaced the technique of buying. Five 
years is a long business cycle, and it is difficult to forget 
the experiences and conditions created by the war and to 
revive a clear memory of conditions which were con- 
sidered normal before the war. Selling is hard work, and 
while consumer resistance may be a perfectly natural 
reaction, it comes to us now as a new and unusual con- 
dition. 

Sellers’ markets in America are created solely by war. 
Since 1900, a buyers’ market has prevailed in 38 out of 
46 years. This means that few people in the shoe business 
today have ever known a sellers’ market, except during 
those years which were influenced by World Wars I and 
II. A buyers’ market does not necessarily mean bad busi- 
ness. It does not mean a recession or a period of unprofit- 
able operations. It does not necessarily mean depressed 
prices. Most of the successful business enterprises in this 
country were founded during normal times when a buyers’ 
market prevailed. Prior to World War II, most retailers 
and manufacturers alike devoted a large part of their 
thinking to the development of methods for selling higher 
priced, better quality goods. During the war, a ready 
made market existed for the highest price footwear which 
could be produced and the necessity for expending effort 
for the purpose of grading up and increasing the dollar 
average of unit sales disappeared. During this period, 
most shoe people resolved to retain and perpetuate the 
gains which were made in the dollar average of unit sales. 
Likewise, it was resolved to retain and perpetuate the 
consumers’ appreciation for footwear. 

When the war began, the industry had not fully re- 
covered from depression price levels, and it was recog- 
nized that shoe prices were too low in relation to both 
costs and value. Now that the effects of war conditions 
are passing, many retailers appear determined to throw 
away the advantages which were gained during the war 
and to return the industry to its former underpriced 
basis. 

The public is spending more than twice as much money 
today for goods and services as was spent before the war. 
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Consumers’ expenditures this year, instead of dropping 
have increased. The shoe industry can get its rightful 
share of these expenditures only by adopting an aggres- 
sive attitude and by returning to prewar philosophies of 
merchandising and selling. ¢ 

A buyers’ market calls for a wide selection of goods 
from which the consumer may choose. It calls for aggres- 
sive promotions, and above everything, it calls for 
courtesy and patience at the fitting stool. Taking into 
account current price levels, current consumer spending, 
and the rate of shoe production in 1947, there is no evi- 
dence whatever that shoes are being manufactured at a 
faster rate than they should be absorbed by the public. 
If our current production is not being absorbed, it is 
time our selling and merchandising methods were 
examined and corrective methods applied. 


Tue answer to our readjustment problems does not lie 
in reduced production, nor for that matter in reduced 
prices while the national economy remains at present 
levels. The answer can be found only in a willingness to 
go back to the first principles of merchandising and 
selling. This will mean higher inventories and lower 
turnover than during the war. It may even mean higher 
markdowns. It definitely will mean the return of patience 
and courtesy in dealing with the people who come in to 
buy or shop for shoes. 

There is a widespread and wholly fallacious impressiun 
that the production of basic footwear was greatly ex- 
panded during and since the war. After the prewar pro- 
duction figures are adjusted to compensate for the 
increase in population since 1940, the record shows that 
the per capita production of basic footwear actually 
declined in 1946. In view of the tremendous increase in 
consumer purchasing power, the industry should expect 
an increase in pair volume despite such price increases 
as have necessarily been put into effect since decontrol. 

In the planning of operations for the balance of this 
year, two courses are open. One is to curtail buying and 
await reductions which may not materialize. Regardless 
of the outcome on prices, this course will mean disrupted 
delivery schedules, lost sales and business atrophy. The 
other plan is to buy selectively, sensibly and adequately 
and to meet consumer resistance with selection, promo- 
tion and aggressive selling techniques. 

Sales and profits are essential to the life of any busi- 
ness but they cannot be earned by stagnation and refusal 
to assume normal business risks. 








Left to right: Ralph Bower, Mutual Buying Syndicate; Juanita Sayer; M. F. Stonebreaker, women’s 

shoe buyer for Crowley-Milner, Detroit; Harry R. Terhune, Los Angeles office, BOOT AND SHOE 

RECORDER; Samuel Niederberg, Vogue Shoe Co. Mr. Stonebreaker, interviewed in the Vegue Shoe 

Company, Los Angeles, sample room while on a recent trip to the Coast, discussed balanced inventories 
and how his department achieves accuracy in buying and selling. 


Balanced Inventories Are a “MUST” 


CLEARANCE sales in the early part 
of this year forced retailers all over 
the country to give considerable 
thought to achieving balanced inven- 
tories. Many report that they do not 
have adequate tools to work with— 
that they need better methods of 
comparing past and present sales and 
inventories so that they can chart 


reasonable future 


with 
operations in any given shoe styles, 
materials and colors. 

M. F. Stonebreaker, buyer ol 
women’s shoes for Crowley-Milner, 
Detroit, interviewed recently on a 
buying trip to Los Angeles, discussed 
at great length one of his favorite 
topics, how to balance inventories. 


accu racy 


Fig 1. Seasonal Sales and Stock Report for each shoe classification. 
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He has worked out a system that has 
enabled him to plan future buying 
so accurately that his department 
found itself with comparatively little 
undesirable merchandise that had to 
be marked down for clearance. 
Asked why he laid more stress on 
this topic than on any other phase 
of merchandising, Mr. Stonebreaker 
said: “After visiting manufacturers 
und retailers in practically every part 
of the country, I have found that too 
many shoe departments have slow 
selling, over-priced merchandise on 
their shelves, a situation for which, 
in most cases, retailers have only 
themselves to blame. If merchants 
feel that the stocks they own repre- 
sent gold, they are sadly mistaken. 
They now face customer inquiries 
that will force them back to the old 
merchandising method of reordering 
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Accurate Records of Past and Present Sales and Stocks 
Necessary for Charting Future Operations in Retail Shoe 
Stores. Here's How One Successful Merchant Watches 
His Inventories, So That He Can Tell at a Glance How 
Much Merchandise and What Special Types to Buy. 





As told to Juanita Sayer ef BOOT 
AND SHOE RECORDER by M. 
F. Stonebreaker, buyer of wo- 
men’s shoes at Crowley-Milner, 
Detroit, Mich., on a recent buy- 
ing visit to Los Angeles, Ca!. 





styles, colors, sizes, and materials 
that are wanted to meet-the needs 
of a definite occasion and season 
and in the price lines desired by their 
patrons. 

“I, for one, believe that 1947 can 
be as good as 1946 if the timing of 
shipments is right—that is, if retail- 
ers recapitulate the previous year 
and buy in addition to fast-moving 
shoes, those women requested but 
could not buy because they were not 
in stock or were not being made in 
sufficient quantities.” 

To enable him to get a graphic 
over-all picture of past and present 
conditions in his department, Mr. 
Stonebreaker refers constantly to 
five forms. One of these, “The 
Monthly Classification Report” 
(Fig. 3), he calls his “Bible.” “I 
would not think of going to market 
without it. It is responsible for 
keeping my inventories in balance 
by shoe classification; by using it, 
there is no possible chance of hav- 
ing a lopsided inventory.” 

A glance at this “Monthly Classi- 
fication Report” reveals in a second 
the operations of a shoe department 
whose annual sales run into six fig- 
ures. Across the top are column 
headings: (1) class letter; (2) de- 
scription of the merchandise; (3) 
per cent total, which is divided into 
two columns, sales and stock; (4) 
sales year to date, which is divided 
into two columns, last year’s and this 
year’s; (5) month sales, which is 
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divided sinto three columns, last 
year’s and this year’s planned and 
actual; (6) stock on hand, which is 
divided into four columns, last 
year’s, this year’s planned and ac- 
tual, and month’s supply; (7) on 
order at cost; (8) per cent of mark- 
up on purchases; (9) markdowns, 


which are divided into two columns, 
dollars and per cent; (10) sales last 
year, divided into columns, next 
month’s and second month’s sales. 
At the bottom left of the “Month- 
ly Classification Report” are three 
headings: the departmental total, 
[TURN TO PACE 78, PLEASE] 































































































Fig. 2. Advance Order Plans and Summary. 


Fig. 3. Monthly Classification Report. 
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Spring makes its entry from this stage window of BergdorfGoodman, New York, 
through the top of a lady’s boot. The contrasting themes of old and new styles, 
resolved by overhanging blossoms, are pleasant and subtly effective. 





Shoe Windows Don 
wiscms NEW Spring Dress 


Almost All Spring Shoe Windows Use Foliage as a Sign 
of the Season, but Most Differ as to Method in Com- 
position and Emphasis. Some Bizarre Effects Are Util- 
ized to Catch the Attention of the Casual Passerby. 
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In this enlarged chess window of Grotesque allusion to the Guatamalan background of these Spring 
Dalsimer, Philadelphia, the word sandals is impressive and striking. Here is a case of deliberate 
play, with “move to success” and deemphasis of the commercial by use of vivid, suggestive symbols. 


“check with distinction,” registers. Lord & Taylor, New York. 
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Coordination in reptile shoes and handbags by 
Napier’s, Minneapolis, provides a setting of 
rattan and palm branches, colored by appropri- 


ate leaves and blossoms. 


Where the sport shoe dominates, the archery-bull’s eye mot." 
is a “natural” for Spring and suggests other variations employ- 
ing golf, baseball, etc. 


The “selling” style is spotlighted in 


the bull's eye. Stone Shoe Co., Cleveland. 


Innes, Los Angeles, works from the central toadstool into the flank- 
ing lighted windows. The light Spring touch, with a mixture of 
humor, is caught by the funtastic rabbits and the grinning frog. 


FERTILE though the imaginations 
of window designers are, in the 
Spring they fall back gladly on 
Nature. For women, the early blos- 


soming flowers supply the theme, 
with additions or substitutions of 
leaves, branches, or even adolescent 
trees. The possibilities are pretty 
limitless. Although the male may 
appreciate the scenic benefits of 
growing things, it is the golf course. 
the baseball park, the season’s shoot- 
ing that can soften his eye, and the 
artists knowingly work 


display 


around these motifs, with back- 
grounds of perhaps hills and grass. 

These general streams of thought 
branch into a number of tributaries. 
A trend is evident, particularly in the 
high style houses, to reduce the num- 
ber of styles shown to a minimum, 
and to substitute the original, the 
artistic, for the common denomina- 
tor of the commercial. Price-tags 
are banned; the exotic is salaamed. 
This attack is fairly obviously con- 
fined to thosé who are aiming at the 
consumer for whom price is less an 


object than style and quality. 

Yet, it is axiomatic that the con 
temporary economic sense of higher 
and higher prices generally demands 
window emphasis on price, style 
range and quality. And to integrate 
these bids for consumer attention, 
Spring windows this year were nota- 
ble for the abundance of styles and 
the prominence of the price-tag. Th: 
better designs were those that with- 
stood the temptation to throw in a 

[TURN TO PAGE 91, PLEASE} 


Fragile but compelling window o/ 
W alk-Over, in Chicago, weaves the 
Spring theme around a variety of 
fresh. feminine styles with the 
storied Aeolian harp of birch, 
plus a rivulet of leaves and flowers. 








Directly inside the entrance a ten-foot strip of terrazzo provides protection 
for the broadloom rug in wet weather and avoids excessive wear at the door. 
\ The accessory bar and storage bins are of bleached oak. 


, Color Co-ordination 











When Langill & Grauer in Milwaukee Took New Quarters 
Because of Damage Sustained in Two Fires, They Worked 
Out a Color Scheme That Was Restful Yet Stimulating, New 
Yet Not Daringly Modern. Wallpaper Pattern Used as 
Starting Point for Blending Attractive Color Pattern 


WHEN, in December, 1945, two fires within nine days 
caused such extensive damage to the Langill & Grauer 
shoe store in Milwaukee, Wis., that repairs were impos- 
sible, the first consideration of the proprietors was to 
retain, at all costs, the store’s established trade and 
reputation. 

Lloyd C. Langill and Paul E. Grauer, co-owners, felt 
that their problem was to keep the organization intact 
and stay in business in the neighborhood. 

Looking about for new quarters they were faced with 
a difficult decision. Two stores near the old location 
were under consideration. The smaller space was avail- 
able immediately, but the larger space would require 
extensive remodeling. perhaps delaying occupancy for 
several months. 

» Realizing that the smaller store would soon prove in- 
adequate for their needs, perhaps necessitating another 
move within a short time, they decided to lease the 


Stressed in New Store 


building which offered them the larger area and set 
about remodeling to suit their needs. 

In the meantime they rented temporary quarters near 
the old location and occupied them for almost a year 
until the new building was ready for occupancy. 

The new store is located on the Northwest corner of 
West North Avenue and North Thirty-fifth Street, a 
juncture of two busy bus lines in one of Milwaukee's 
many neighborhood shopping centers. It is across the 
street from the store which was burned out. 

A magnificnt job of color coordination is evident as 
soon as one enters the store. From floor to ceiling 
throughout the store furnishings and colors were chosen 
which were designed to go together. This matching and 
blending of colors has produced a color scheme that is 
restful and yet stimulating, new and interesting, yet not 
daringly modern. 


(TURN TO PAGE 70, PLEASE) 
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Hides fresh from the farms are dumped at the warehouse of the Typical Brazilian shoes are made of brightly 

Cortume Pinheiros Tannery, in Sao Leopoldo, Brazil. At this colored leathers, some using several different 
stage they bear little resemblance to the final product. colors in the same shoe. 


They ve Got Coffee -- 
They ve Got Leather - - 
In Brazil 


SHOE manufacture is one of the oldest industries in 
Brazil, and is a natural consequence of the availability 
of leather which is furnished by millions of head of cat- PR aS Ba a OP 
tle who roam the great ranches of Southern Brazil. Over leather are cut by hand with a razor-sharp knife, using 
200 tanneries are in operation. Manufacture of shoes a cardboard pattern as guide. 
has increased in recent years, and although the exact 
amount of the increase is difficult to estimate, it would 
appear from information gathered by the RECORDER 
from various sources that sufficient shoes are now being 


produced to fill the country’s requirements. 
[TURN TO PAGE 87, PLEASE} 


Below: The shoes are assembled by sewing the soles 

to the uppers. Below, right: All completed shoes are 

subjected to carefdl inspection before being packed 
for shipment from the factory. 


Above: Leather pieces for shoe uppers are turned over 
to the sewing machine operator who stitches them 
together, thus completing the upper. 





PHOTO COURTESY CHINESE NEWS SERVICE 
PAUL GUIALUMETTE, INC 
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DEWEY ano ALMY CHEMICAL COMPANY 
CAMBRIDGE 40, MASS. MONTREAL 32, CANADA 
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FALL LEATHERS 


F ALL 1947 should be a very good 
season for promotion of coordinated 
colors in shoes and accessories. The 
consumer wants the new style inter- 
est that new colors bring. The mer- 
chant certainly wants to be able to 
offer this inducement to multiple 
sales. But is he going to be able to 
find this merchandise in the shoe, 
bag, glove and belt markets? Have 
the manufacturers of these acces- 
sories been able to buy the leather 
in the new browns and greens, in 
wine and red’and spice and grey? 

Only to a very limited extent, un- 
fortunately, and that is the fact that 
should be very clear in every mer- 
chant’s mind as he goes to the mar- 
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kets this Spring and as he makes his 
plans for the months of selling 
ahead. The problem is basic. It lies 
in the situation in the leather mar- 
ket. When supply is less than de- 
mand and prices are high, basic 
needs are going to be the first and 
almost the only consideration. Black 
and brown will constitute probably 
90 per cent of your business in shoes 
and bags and gloves; very likely 
more than 90 per cent. For that re- 
maining 10 per cent, or less, what 
leathers and colors will be avail- 

able? 
We all know that fine calfskin, for 
both shoes and bags, is at a pre- 
[TURN TO PAGE 75, PLEASE] 





At top of page—Coordination of casual 
accessories with casual shoes new trend due 


for growing acceptance. Shoes, bags and 
belts all from San Loo in sturdy reversed 
leathers. Above—Staple black and brown 
of necessity the mainstay of accessory and 
shoe coordinations this coming Fall. Shoes, 
bags, gloves and other accessories in these 
colors will provide the smart accents to Fall 
clothes. Dressmaker type coat with ballet 
skirt in sharkskin tweed from Forstmann. 
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PARIS SAYS: 
High-Riding Glove Type 


Shoes of First Impor- 


tance. Boots to Be 
Developed in a Va- 
riety of Mate- 
rials. Pumps Seen 
in Couturier Col- 
lections as Smart 
Accompaniments 
to Newest Dress 
Silhouettes. 


Jean Desses, Egyptian-born Parisian designer, tops his harem-drape 

white silk jersey gown with a red wool evening coat, also draped 

at the hem. Diamond bracelet and necklace from the Paris 
jeweler, Suzanne Belperron. 


Dai should we expect for the 
coming Fall and Winter season in shoe 
styles as indicated by the Paris bot- 


tiers’ showings of February? There 
are a number of clear indications, 
which are interesting to check against 


the prophecies of the mastey bottiers, 
as to what they are planning to do for 
1947-48. Here are some of those indi- 
cations. In spite of the present lack 
of interest in platform soles on the 
part of smartly dressed women and 
designing shoemakers themselves, as 
indicated in the report of the Paris 
collections, there is a serious and jus- 
tified interest in boot types. 

The lack of interest in platform soles 
is understandable. It has to be ad- 
mitted that these shoes have always 
made the feet clumsy, that they break 
the line of the silhouette and are out 
of tune with the current trend of fash- 
ions from the top dressmakers. And 
shoemakers, like belt makers, bag mak- 
ers and milliners, must keep their cre- 
ations in line with the accepted fashion 
silhouette. More than that, both shoe 
designers and clients are quite natu- 
rally fed up with the heavy platform 
which they were forced to make and 
wear during the long dull (fashion- 
wise) years of the war. Materials for 


PARIS SHOWS 


by DORA LOUES MILLER 


the normal soles were entirely lacking 
and so the sabot and cork soles were 
the only answer. Necessity became 
quite naturally the arbiter of what 
could be made. And there was certain- 
ly virtue in making the best of a diff- 
cult situation. But any style can be- 
come dull and, when it is caused by 
war shortages, it has an even more 
unpleasant connotation. 


Photo on opposite page—Multiple 
collars outstanding in Paris collec 
tions. Lucien Lelong uses a 

blue triple collar on a black crepe 
dress, repeating it in a pleated panel. 


Collar and cuffs, indica- 
tive of a growing trend, 
applied by Jean Desses 
to a brown and white 
checked dress in the new 
coat silhouette. 








INTEREST IN TWO SILHOUETTES 


But the boot has other possibilities. for the foot, one which women have street wear and is also charming when 
High-riding shoes are attractive for been unable to get for the last six or developed in slightly more fanciful 
walking and street wear and have the seven years in France. This lighter, types for after-ski wear. While a walk- 
additional advantage of real support more attractive boot type is good for [TURN TO PACE 70, PLEASE] 











Above: Tommy Easthope puts, not the crown but the 
shoe, on Beverly Ann DuBey, chosen by popular vote 
“Miss American Girl,” while her court of runners-up 
cluster around. Right: Exterior view of Boston’s second 
American Girl shoe store, located in Redford. The 
lobby entrance is of the type in which lobby and in- 
terior are i as one unit. Box-type windows are 
used on both sides of the solid glass doors, but the 
left window extends into the interior. 


RECIPE for a good beginning: 

Prepare one highly modern new shoe outlet. Set in 
an area where there is strong community consciousness. 
Enlist the interest of the newspaper of the district. Add 
the cooperation of a local photographer. Present a 
plan for the selection of a local queen, with attractive 
prizes for winner and runners-up. Allow time for 
entrants to send in their photos and entry blanks. Select 
finalists. Encourage community to elect queen. Present 
finalists to public in a store-sponsored style show. Name 
the queen. 








etroit Suburb 
icks “Shoe Queen” 





Result: A new, but thoroughly established footwear 
outlet. 

Such was the program—and the result—in the open- 
ing of Boston Shoes’ second American Girl Shoe Store 
at 22004 Grand River Avenue in the Redford section of 
Detroit. 

Joseph Toumajian, president of Boston Shoes, placed 
the handling of the contest and promotion in the hands 
of his advertising agency for execution. The agency, 

[TURN TO PAGE 94, PLEASE] 


Joseph Toumajian, president of 

the Boston Shoe Stores, presents 

Beverly Ann DuBey with her 

prize, a certificate entitling her to 

a full shoe wardrobe, while George 

Toumajian stands by to offer her 
his congratulations. 
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HERE’S YOUR ANSWER 


~ 


for consumer resistance @ 


to higher prices in 
children’s shoes . . . 


NATIONALLY ADVERTISED 


in Parents, House Beautiful, 
Holland’s, and Sunset Magazines! 


@ Choice of brown or white Elk! 

@ Leather-covered rubber cushion insole! 
@ Chrome retan leather soles! 

@ Chrome leather liners! 

@ Patented fastening of straps to sole! 

@ Rust-proof brass (not steel) buckles! 
@ Machine-cemented, no nails! 

@ Goodyear stitched! 

@ Rigid bench inspection! 


IMMEDIATE DELIVERY 


HOY SHOE CO., 1128 LOCUST ST., ST. LOUIS 1, MO. 


| 
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OF COURSE parents are rebelling against paying $4, $5, 
and more, for shoes a child will outgrow ina few months! 
That’s why Sun-San is your number one merchandising 
opportunity today. Most stores retail it for only $2.50 
and $2.95; hence mothers are BUYING Sun-San. It 
makes ideal play-time footwear and saves expensive 
shoes for less strenuous use. Hundreds of dealers sell 
Sun-San as the logical “extra pair”. 10,000 pair a season 
in a town of only 30,000 families . . . that’s only one 
Sun-San success story! Sun-San is no problem to stock. 
Its adjustable vamp means you fit all feet with ONE 
width. Check its quality features. Compare the value in 
this superbly- made, nationally-advertised sandal. Amy 
summer it’s a natural... THIS SUMMER, as an antidote 
for consumer price resistance, Sun-San’s 2 must! W rite: 
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Decisions for 
The Undecided 


Chapter Four in a Series of Simple Les- 
sons on the Fundamenal Requirements 
for More Successful Shoe Selling. 


by EDWARD ROSE 


TODAY Mrs. Fertl comes in and wants a pair of shoes 
but she doesn’t know exactly what she wants. 

We know that there is no such thing as a customer 
who doesn’t know what she wants. You see, we are 
becoming the eager-beaver type of salesman, so today 
we are determined that Mrs. Fertl will not leave our 
store even if we have to psychoanalyze her to find out 
what style she wants. 

So, having read the first four chapters of this sales- 
man-to-manager series on how to sell shoes, we go to 
work with a will. We smile happily. Yes, we are 
very glad to see you, Mrs. Fertl. Won’t you please be 
seated ? 

We measure the lady’s feet carefully. We're 
learning. We're taking time and pains with every cus- 
tomer. No more slipshod shoe selling here. No more 
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of this if-you-don’t-like-it-you-can-buy-your-shoes-some- 
where-else attitude. No sir, we’re going out after busi- 
ness. We're working our way up to the top. 

As we measure the lady’s feet, we carry on a brisk 
and cheery conversation. With as few questions as pos- 
sible we try to get some lead as to what kind of shoe 
the little lady wants. But as our conversation proceeds 
it grows less cheery. When Mrs. Fertl said she didn’t 
know what she wanted she meant it. She doesn’t know 
what she wants but she will be very glad to look at 
all the styles you have in stock. 

So we bring our shoes, three pairs of them, blacks, 
high heels. Mrs. Fertl is interested in that sling back 
number and condescends to try it on. She takes a few 
steps, shakes her head sadly, and says she'd like to 
buy a high heel but just can’t wear them. Have we 
anything lower? 

We rush off and come back with four more boxes 
and produce four styles in Cuban heels. She tries on 


. three of them. They’re not too bad but she wonders 


if maybe a blue shoe would be better. 

We bring out three more boxes and produce blue 
shoes. No effort is too great to please the customer. 
Mrs. Fertl tries them all on. We try to persuade her 
that first one, then the other style looks well on her 
foot, but she eventually decides that she'd better stick 
to black. She hasn’t enough dresses that would go with 
blue. 

We force our way through the growing pile of shoes 
and boxes and come back with another number in 
black, a sandal. She tries it on then wonders if maybe 
she wouldn’t be better off with something that laced. 

We are getting a bit grim by now but then we are 
determined to sell this customer so we go off to the 
shelves and return with two boxes from which we take 
two styles in oxfords. We try them on, one at a time. 
She seems interested in both styles but isn’t sure she 
likes them enough to buy them. 

She wonders if maybe a pump would look better, 
she remembers that one of the first shoes she tried 
on looked pretty good. We are beginning to say words 
to ourself but we paw through the conglomeration of 
shoes and boxes and finally come up with the shoe she 
mentioned. We try it on. She looks in the mirror, 
well . . . it isn’t bad . . . but if she could see that strap 
style again. . . . She holds the various shoes in her 
hands looking first at one then at another, then looks 
down at the pile of boxes and shoes and wonders if 
we'd let her see that first oxford again. 

We paw through the pile again making funny noises 
in our throat and come up with the oxford in question. 
Mrs. Fertl studies it, tries it on, looks at one of the 
shoes ‘in her hand, looks at the shoes and boxes piled 
around her, hems and haws, then decides that maybe 
she still doesn’t know what she wants and maybe she'll 
come back tomorrow. 

[TURN TO PAGE 72, PLEASE] 
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He brings ‘em in 
and 


Here he is again — Trimfoot’s Baby Deer. Mothers who see him 
in your store will come to you for their children’s shoes because they 
recognize Baby Deer as the symbol of high quality, reasonably priced 
shoes, and here’s why: 

Month after month, Trimfoot’s national advertising to parents has 
been scientifically measured for effectiveness...and month after 
month Trimfoot’s ads, featuring Baby Deer, have attracted more 
readers than any competing shoe advertisements regardless of size 
or color. 

To you, the shoe dealer, that means that more mothers read the 
story of “Cuddle-Back,” Trimfoot’s patented feature. They read 
about Trimfoot’s modern production methods that cut costs that 
make high quality possible at reasonable prices. And they associate 
these basic advantages with the Trimfoot trade mark, the Baby Deer. 
Display Baby Deer in your store. In your windows and on your 
counters, he’ll attract customers, boost turnover, increase profits. 
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WEATHER BRINGS BUSINESS 
TO NEW YORK 


PoOST-EASTER business has been 
good in New York, in some cases 
even better than pre-Easter business. 
Better weather is largely responsible 
for this. One merchant believes that 
some women delayed buying new 
shoes for Easter because of poor 
weather just preceding the holiday. 
Traffic is good in all stores and an 
uptown shoe man estimates that eight 
out of ten customers are being sold. 
Among stores surveyed price resist- 
ance was considered serious only by 
two men’s buyers. However, many 
women’s departments are conducting 
sales of Spring merchandise. 

Navy is still a leading color, even 
surpassing black in a few instances. 
There is also some evidence of a 
preference for smooth calf rather than 
suede in black. Red and green are 
very popular in both reptiles and calf- 
skins. While the sling is the volume 
shoe, a few uptown departments re- 
port women asking for closed shoes. 
A baby toe pump on both high and 
low heel was the number one seller 
in the deb department of a large 
Fifth Avenue store. The best shoe in 
another shop is a black suede closed 
pump on a low wedge, a style which 
has been growing here over the past 
several months. On the other hand, 
one merchant spoke of an increasing 
interest in the ankle strap sandal. 
Platforms are getting a lot of atten- 
tion, but in the lower versions. Clogs 
were among shoes seen at reduced 
prices. 

It looks like a good year for brown 
and white spectators, with demand 
starting early. Casual shoes are also 
getting some notice although it is too 
early for them to sell in volume. 
Retailers feel that these styles, above 
all, must be moderately priced this 
Spring. A Madison Avenue shop has 
started early on fabric and multi- 
colored sandals. 

In some stores high prices have 
limited bag business although coor- 
dinations were popular for Easter 
selling. A Fifth Avenue shop which 
carries coordinated shoes and bags 
has been doing an increased business 
on cocoa and grey suede since Easter. 

The average men’s department in- 
ventory is good now and business is 
also fairly good, although one store 


May 1, 1947 


suffered before Easter and another 
reports units dropping since then. 
Stores which have rubber-soled shoes 
are selling them out as fast as they 
get them. There is a fairly good early 
demand for brown and white and 
some all-white shoes, the former lead- 
ing in popularity. Casual shoes are 
also getting a good start. When avail- 
able, reverse calf in brown, grey and 
navy is excellent. Woven shoes, monk 
styles and loafers round out the 
casual picture as good sellers. 

Only a few stores report a call for 
lighter leathers in Spring street shoes. 
Men continue to prefer heavy brogue 
types and the wing tip or medallion 
is the style leader. 


* * # 


DELIVERIES SLOW SHOE 
SALES IN ST. LOUIS 


SLOWNESS of deliveries combined 
with a fluctuating thermometer, in- 
clined to frequent descents to near- 
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Winter levels, continued to plague 
normal movement of shoes in St. 
Louis, even in mid-April. With only 
a fortnight remaining for the sale of 
brightly colored Spring footwear, how- 
ever, retailers shifted their worries to 
delivery of Summer shoes, hoping for 
the demand to hold off until May. 

Unless it did, they pointed out, 
stocks would be cluttered with unsold 
merchandise in spite of the fact that 
a lack of some styles and sizes had 
been responsible for the loss of a siz- 
able portion of their business. These 
shortcomings of the Spring selling 
season have left some buyers in a 
cautious mood, a fact which is easily 
understandable when it is considered 
that unit volume has dropped 15 to 
20 per cent in most outlets. 

When observed from the standpoint 
of dollar volume, however, business 
has not been too bad as most depart- 
ments and stores report they are 
about on a level to slightly under last 
year. In addition to wariness on the 
part of buyers for future purchases, 
the season just closed is expected to 
make buyers more firm in demanding 
delivery of shoes on time, because as 
many of them have pointed out, this 
is a man-made source of trouble 
which, unlike the weather, can be cor- 
rected. 

A department store buyer, in com- 
menting on the subject of deliveries, 
said that manufacturers would have 
to whip this problem and do it soon, 
to stay in business. On the subject 
of Summer business shoe men are 
more optimistic, but again they come 
back to promptness of deliveries as 
having a very important bearing on 
the outcome. Spectators, and loafers 
in brown and white combinations are 
anticipated as heavy demand sellers 
as are d'Orsay pumps with open toes 
and closed backs, sling pumps and 
sandals. 

= = * 
NEW HAVEN RETAILERS 
DEMAND LOWER PRICES 


RETAILER pressure for lower shoe 
prices, threatened last month by stores 
handling men’s footwear. took definite 
form with the passing of Easter. 
Men’s shoe buyers had stated be- 
fore Easter that with the wind-up of 
the Easter season they would make 
their demands for lower priced shoes 
kniown to the manufacturers, and 
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anortly after the holiday these retail- 
ers had started putting on the pres- 
eure. 

Retailers catering to the middle 
priced shoe customer have taken the 
stand that a $13.95 to $14.95 top is 
as high as they'll go and several re- 
port that they have refused offerings 
of sizable shipments of Summer shoes 
because they could not buy at their 
price. 

In all price ranges there is no 
evidence of buying in depth (with 
the exception of white buckskins 
which those stores which cater to the 
college trade are stocking as heavily 
as possible). Shoe men are purchas- 
ing only what they can get rid of in a 
hurry, and are placing their orders fo: 
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Fall merchandise on this hand-to- 
mouth basis. Fearing price drops, 
they are refusing to build inventories. 

Buying trips to Eastern markets 
are now being made for the purpose 
of locating merchandise that will sell 
within definite limits and allow retail- 
ers a normal mark-up. Several shoe 
men have already started shaving 
prices, meaning further shrinkage in 
mark-up already well under normal 
because of assumption of part or all 
of recent price jumps. 

Despite their intention of demand- 
ing a holding of price lines or a sub- 
stitution of merchandise of quality to 
fill in former popular price ranges, 
shoe men are not gloomy. Rather 
they are happy with one of the big- 
gest March and Easter businesses 
behind them. In the men’s shoe field, 
reports of Easter business well in ex- 
cess of Christmas come in from all 
sides, with both doliar and unit sales 
well above last year. Brown and 
black brogues, with a scattering of 
cordovans where they were to be had 
stayed up at the top in men’s de- 
mands, with equal demand for wing 
and plain toe shoes reported. Style 
was the single point of most men’s 
sales, with price the dominant factor. 

Women were still in a buying mood 
this Easter, retailers report, for dollar 
volume for the two weeks prior to the 
holiday was generally reported to run 
close to 30 per cent above last year. 
Color was the dominant factor in pur- 
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ERUPP & TUPPLY, 2. 


“It looks like Spriag,” said Krupp & 
Tufly, Houston, Tex., presenting their 
butterfly bow pattern. 





chases, with red, green and blue in 
high heeled slings, open or closed toe 
topping the list. Price resistance was 
not noticeable except in the very high 
brackets, as women demanded acces- 
sories and shoes for their new ward- 


robes. 


Buyers of women’s shoes, although 
not as exercised over price as the 
men’s, will not go to the effort of 
demanding lower priced goods, but 
will curtail their buying considerably. 
Opening orders for Fall shoes already 
placed are very tight and indications 
are that they will continue that way 
until the market takes a definite 
shape. 


° = a 


BUSINESS OFF IN 
DETROIT STORES 


BusINEss in the Michigan area be 
fore Easter was disappointing to the 
majority of stores, reversing predic- 
tions of a late rush. Extremely in- 
clement weather was a major factor, 
with a blizzard and remaining heavy 
snowfall followed by heavy rains and 
several days of wind reaching hurri- 
cane proportions. One result was a 
major fiood hazard, seriously affecting 
business in upstate and suburban loca- 
tions. Downtown and neighborhood 
business was off. 

Despite these conditions, careful 
check inte typical store reports indi- 
cated that volume is still good, com- 
pared to prewar totals, especially in 
terms of pairs sold, although consider- 
ably beneath recent optimistic esti- 
mates in many instances. 


Supply of shoes in the territory is 
coming closer to normal than it has 
been in the past three or four years, 
with travelers beginning to find real 
salesmanship a necessity—a truism, 
incidentally, that was never really 
overlooked in this area, at least by 
the majority of stores. Retailers have 
become more selective in their buy- 
ing, and an era of voluntary, instead 
of forced, hand-to-mouth buying ap- 
pears to be an early development. 
Stocks on retail shelves are fairly 
low, especially since the Easter trade 
cleared away some Spring merchan- 
dise. 

Post-Easter trade continued brisk 
in women’s lines, indicating that some 
of the pre-holiday trade that was dis- 
couraged is carrying over. 

High color was reported in top de- 
mand by leading buyers, after a long 
period when standard browns and 
blacks predominated. Slightly pick- 
up in demand for novelty fabrics was 
suggested, overcoming the consumer 
reluctance of recent months. 

Heel-height trend appears to be 
moving in opposite directions—away 





from the medium heel toward semi- 
extremes in dressy shoes, while loaf- 
ers and entirely or nearly heelless 
shoes are being bought in slightly 
increasing quantities by a slightly 
older group of women than hereto- 
fore. Reason may be partly due to 
new skirt trends in the first place, 
and desire for a more eccentric type 
shoe for an extra pair in the second. 
= * = 


WHITES TAKE LEAD 
IN MIAMI 


A MONTH ago shoe men in the Miami 
area were somewhat puzzled over the 
decline in sales of white. Usuallv 
white is far in the lead at this time of 
the year, but not so during February 
and March of 1947. However, all were 
hopeful that there would be a pick-up 
for the Easter business, and they were 
not disappointed. White took a big 
forward jump and became the number 
one shoe. It was closely followed by 
two-tone shoes. According to R. L. 
Baker, head of the shoe department at 
Hartley’s, two-tones ran to about 40 
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per cent of total sales during Easter 
week. The dressy sling pump led every 
other style in popular demand. The 
closed shoe did not have a favorable 
reception. Mr. Baker experienced 
quite a little price resistance during 
this period. Anything above $13.95 
was hard to sell, while the popular de- 
mand was in the $10 to $12 bracket. 
Popular heels are 21/8; for dress 
shoes women like this heel, but they 
do not go for the higher styles. Flats 
are not, according to Mr. Baker, tak- 
ing well for dress occasions. However, 
there is a tremendous demand for play 
shoes of all types. 

There has been a slight pick-up in 





the demand for blue of late, and it has 
been possible in most stores to keep 
anything in the line of blue moving. 
Red has been quiet, but there has been 
a growing demand for grey. 

Shoes are definitely more conserva- 
tive. One of the larger stores reports 
not a single pair of nailhead-trimmed 
footwear in stock. There is a brisk 
demand for dressmaker trimming, usu- 
ally in the form of bows. 

Reptile of any sort continues active, 
particularly in gay colors and in the 
higher price brackets. Wedge or plat- 
form soles are becoming lower. One 
of the best shops is predicting that the 
1(-inch will carry the Spring and Sum- 
mer lead. Other men feel that the best 
number will be the 14-inch. 

Black continues to be good, particu- 
larly. for wear with tailored suits. 
Patent is important. Suede is not im- 
portant here at this time. The same is 
true of fabric. Any shoe that has a 
smart, simple line and is flattering te 


the foot is selling well. 
* * # 


BALTIMORE BUYING 
ON CONSERVATIVE BASIS 
“BACK to the good old days” when 


shopping was done on a conservative 
basis, is the situation today in Balti- 
more stores. According to the shoe 
buyer at Stewart & Co., the shoe buyer 
has to watch the cost of merchandise 
very carefully so that he doesn’t get in 
too high a bracket. 

According to reliable reports, Balti- 
more customers are veering more and 
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more toward branded lines—advertised 
types of shoes. These are selling 
quickly and many of the unknown 
manufacturers who did not invest in 
advertising will find their promotion- 
minded competitors ahead in the field 
of sales volume. 

Easter business, as was expected. 
zoomed, especially in children’s shoes. 
The season saw an excellent turnover 
of footwear with the result that the 
prominent individually owned shops 
started their clearance sales of broken 
lot sizes as early as April 14. Even 
though sales were brisk in the chil- 
dren’s section, the black patent strap 
was difficult to get in quantity and the 
buyer of one department predicted that 
white center buckle strap types will be 
as difficult to get as the patent. 

Dress shoes moved fast without ques- 
tion of price. However, deliveries ot 
all wanted lines were still low. 

Another evidence of the times is the 
courteous and patient behavior of 
salespeople which is antithetical to the 
hurry-up treatment accorded the cus- 
tomers when shoes were hard to get. 

= = = 


SALES LULL IN CHICAGO 
STORES 


F OLLOWING active Easter selling. 
business in Chicago shoe stores 
dipped somewhat, but not more than 
was to be expected after this peak 
season. Apparently the Loop stores 
noticed less of a slump than did the 
neighborhood shops. However, no re- 
tailer seemed discouraged, since all 
profess to have expected what hap- 
pened. Many shoe men anticipate 
that resistance to prices will again 
become evident. Many maintain that 
there has been too much talk on the 
subject, over the radio, in the news- 
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Reminiscent of the Pony Express is the 
fringe treatment on this matching 
shoe and belt by Hess of Baltimore. 


papers, which has practically invited 
the public to take a stand on the sub- 
ject. 

Considerable emphasis has been 
given to reptile shoes, in colors and 
in staples. Florsheim has devoted a 
large window display to shoes of liz- 
ard or cobra with harmonizing bags, 
gloves with matching trim, even um- 
brellas with handles and covers of 
reptile. Mandel’s ran a large ad on 
“Paris Imported Luxury Shoes” at 
$11.95 and $14.95. These were alli- 
gators, lizards and snakes, as well as 
suedes and calfskins, which, they 
said, were formerly priced at up to 
$32.50. Most of them were slings, 
many mounted upon very high plat- 
form soles. The opening day of the 
sale saw considerable activity in the 
department. Mandel’s prices, how- 
ever, were the lowest at which reptiles 
have yet been offered. The Fair re- 
cently offered genuine lizards at 
$16.95, the same price prevailing at 


Florsheim. 
= + * 


SPECTATORS SELL EARLY 
IN PROVIDENCE 


THE biggest style news in Providence, 
R. L, is the early demand for specta- 
tors. “It’s the earliest spectator season 
] have ever seen,” comments one buyer. 
While brown and white is most in de- 








mand, blue and white and red and 
white are selling well. This buyer also 
adds, “The way the season is opening 
up, I believe this will be the biggest 
white season we have ever had.” 

Strap sling pumps are selling very 
well. One buyer reports that a plat- 
form shoe with open toe has been his 
best number. Black and brown calfskin 
open ties are selling very well. Red 
and blue shoes have sold very well, 
with a number of stores completely 
sold out on these numbers, although 
these are now passing their peak. Calf- 
skin pumps are good numbers; one 
of the popular ones at one store is a 
multicolor tissue suede available also 
in green or red calfskin. 

One buyer reports excellent demand 
for very flat heels, with all heel types 
selling well. Several buyers sense a 
small shift to medium heels, although 
high heels remain in excellent demand. 
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Well Planned Small Displays Sell Shoes 


No matter what the store or the window space, well planned 
displays have a profit-pulling power that can be added up 
at the cash register. That's the experience of Rich’s, Wash- 
ington, D. C., where a battery of 10 small displays, 5 x 342 
inches and 26 inches deep have done an unusual selling job. 
To do a real job of window showmanship, Rich’s display 
manager Frank N. Waggaman believes, the task should be 





This photograph shows the bank of ten windows devoted 

to small pointed displays by Rich's, prominent retail shoe 

store in Washington, D. C. Displays ore built around 
seasonal ideas. 


given to a full or part-time display man who can handle the 
work from the layout in the planning stage to the completed 
display. 

First, Mr. Waggaman says, he finds it necessary to plan a 
display well ahead of merchandise which is actually placed 
in the window. For that reason he usually builds his idea 
around some seasonal idea. Now he is stressing travel. A 
cut-out blue plywood background has a small painted ship 
with the caption “Cruise Companions.” For Fall, a football 
field with goal post, players’ heads mounted on poles, and 
cut-outs of stadium fans are worthy companions of heavy 
soled Fall shoes. A cut-out Boy Scout figure against a tree 
stresses boys’ shoes suitable for rough wear in town and 
country. Again an older man lounging in an easy chair 
with his paper emphasizes the need to buy house slippers. 
A tiny park bench with a small street light points up wo- 
men’s streetwear. 

The store changes its windows by twos, usually leaving 
each set in the windows for two weeks. Only for Christmas 


and Easter is the entire series changed at once, and then all 
windows are exactly alike in design. 

The major secret of Rich’s displays is the small display 
item, such as the football field with goal post, which acts as 
the “attention getter.” By proper placement of merchan- 
dise, signs, or materials, the customer’s attention is directed 
to the real sales story tied in with the background. 

The sales power of each window is carefully checked. If 
the display lacks punch it may be taken out, or changed. 

Since most display materials can’t be fitted into such small 
windows, Waggaman says that either a full or part-time dis- 
play will prove its weight in gold. Armed with a cut-all and 
plywood aud an airbrush for lettering signs, a good window 
with plenty of “eye power” can be turned out with painted 
cut-outs and original signs. About all that he buys are items 
such as decorative leaves and flowers and miniature manne- 
quins. 

In planning a layout he always strives for simplicity in 
color and arrangement, always avoiding the danger of over- 
crowding. One or two display items with an appropriate 





Close-up of a successful display tied to the football theme 

end shown by the store in the early Fall. Note how the 

showing of only a few styles concentrates attention on 
those models. 


sign are enough to set the scene for the merchendise. Each 
display carries about three of four pairs of shoes and match- 
ing bags. 

Emphasis is on symmetry, proper use of color, arrange 
ment, and taste. Lighting is used effectively; some windows 
have a full battery, others are only partly illuminated from 
behind. 








Edward N. Reineberg 


York, Pa—Passing of Edward N. 
Reineberg, senior partner in the shoe 
firm of Edward Reineberg & Company, 
has brought many expressions of 
sympathy and condolence to his 
brothers, S. Cletus and Jacob Reine- 
berg, surviving partners in the firm. 

Mr. Reineberg, who was 62 years old 
at the time of his death, was one of the 
best known retail shoe men in the state 
of Pennsylvania. He was a director 
and a former president of the Middle 
Atlantic Shoe Retailers Association 
and a director of the Guardian Trust 
Company, of this city. 

Entering the shoe business estab- 
lished by his father, at the age of 16, 
he learned the fundamentals of shoe 
retailing and later traveled on the road 
for 20 years, after the firm expanded 
its operations into the wholesale field. 
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His territory was Pennsylvania and 
Maryland and he came to have a very 
wide acquaintance among the retailers 
of that region. He had taken an active 
part in the Middle Atlantic Shoe Re- 
tailers Association since its organiza- 
tion and was also keenly interested in 
the activities of the York association. 





Inventories Double, Sales 
Down in St. Louis Area 


Sr. Louis, Mo.—The Eighth Federal 
Reserve Bank statistics on February 
sales of shoes in men’s wear stores show 
that sales volume dropped 3 per cent 
below the corresponding month in 1946. 

Overall sales for the first two months 
of 1947, however, were 7 per cent above 
the corresponding period last year, 
while stocks on hand March 1 were 
152 per cent larger than a year ago, at 


the same time. 

Eighth District sales of women’s 
shoes for February, 1947 in upstairs 
departments were behind last year by 
14 per cent though in Louisville they 
were up 10 per cent. In St. Louis sales 
were off 17 per cent; in Memphis off 
10 per cent. Children’s shoes sales in 
the district were off 5 per cent for Feb- 
ruary, 1947 compared to February, 
1946, with St. Louis short 17 per cent 
and Louisville up 27 per cent. Memphis 
was up 1 per cent. 

Women’s and children’s shoes in Lit- 
tle Rock were down 7 per cent in Feb- 
ruary, 1947, compared to last year. 

Heavy gains were reported on stocks 
of women’s shoes, however, for the 
month of February throughout the dis- 
trict. By cities they were: St. Louis 
144 per cent; Louisville 147 per cent; 
Memphis 144 per cent; District average 
134 per cent. 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Manugfacteiriing ut Markets 


New York 


L. E. LANGSTON, executive vice-president of the National 
Shoe Retailers’ Association, recently made the statement, 
printed in the New York Times, that shoe retailers must 
look for lower prices in two directions—lower legitimate 
costs of manufacturers and correct relative pricing of 
products which got out of line during the war years. 

The remark was only one of a series of responses, sig- 
nificant as a group, to current Federal concern over the 
tidal price rises that have followed the eclipse of OPA. 
Jack Strauss, president of Macy's, was the first in line, 
issuing a full-page proclamation of good intentions. Close 
on his heels, the Yankee Shoemaker division of the Sam 
Smith Shoe Corporation called a press conference and 
made the more substantial announcement that effective 
immediately their prices would be cut 18 per cent, to pre- 
war levels. Then, during the Shoe Manufacturers Fall 
Opening at the Hotel New Yorker, La Valle, Inc., dropped 
their price range spectacularly from $22.95-$32.95 to 
$18.95-$24.95. At the time of this writing, the last noted 
member of the select fraternity is the Melville Shoe Cor- 
poration, which made reductions of $.67 to $2.46 on cer- 
tain women’s styles in a chain of 70 stores. 

Almost concurrently, a news bulletin of the National 
Shoe’ Manufacturers’ Association notes that shoe prices, 
since the opening salvo of World War II in 1939, have 
risen little more than half as much as leather. It is well 
known that leather represents about one-half of the whole- 
sale value of a pair of shoes. 


St. Louis 


THE pricing of Fall lines loomed as the number one prob- 
lem of manufacturers here during the period immediately 
preceding their showing in St. Louis and at the National 
Shoe Fair in New York. Probably the most vital question 
still unanswered at that time was for how long will manu- 
facturers commit themselves on prices. Would it be for 60 
days or 90 days or less? Most manufacturers frankly stated 
they did not know. 

One spokesman estimated that 60 days would be tops, 
while another said that selling on a firm basis might average 
somewhere between 60 and 90 days. Generally there was a 
belief that escalator clauses would not be invoked. Cur- 
rently there is only one manufacturer in the area known 
to be using the escalator clause. 

While industry spokesmen were non-committal on new 
prices, an opinion was expressed in some quarters that there 
would be no general increase. Rather, there was an expecta- 
tion of some upward adjustments to be made on certain 


types of shoes, which included additional ornamentation or 
special features. 

With an easing in the hide market even though leathers 
remained firm, manufacturers expressed a hope that leathers 
would follow suit. Such action is not expected soon, how- 
ever, due to word from tanners that leather prices have been. 
based on earlier skin quotations which were considerably 
below the prices just preceding the drop. 

Meanwhile a rumor was current in St. Louis that produc- 
tion was dropping off, with one large producer said to have 
curtailed operations by about 15 per cent. While order 
cancellations may have been partly responsible, the princi- 
pal reason cited was that it was due to a lack of suitable 


materials. 
Boston 


New ENGLAND factories making women’s shoes have long. 
since completed and delivered the dark shoes made for 
Spring selling in the North and are turning their attention 
to whites for late Spring and Summer. Some of them, io 
fact, are reported to have made no darks at all, preferring 
to build up a stock of whites for quick shipment should or- 
ders be placed soon. 

In other sectors of the industry, pending price clarifica- 
tion, there is still a tendency to mark time. There is, in fact, 
little else which can be done except for those few who, like 
makers of children’s shoes, cannot fill the orders coming in; 
and those others fortunate enough to have booked orders 
from chains and large department store groups. These lat- 
ter are necessarily smaller than in years past, and the buy- 
ers for these volume-selling groups are said to have told 
their sources that their current job, outlined for them by 
management, is to reduce their inventories to the lowest pos- 
sible level by not later than July 1. 

This is being interpreted in some circles as an indication 
that there will be better buying soon after that date at a 
price level as yet undetermined. 


Chicago 


THE question which is paramount in shoe men’s thinking 
is that of consumer resistance to prices. According to press. 
reports, the Chicago area was less affected by this factor 
during the Easter season than was almost any other sec- 
tion of the country. But since it is a subject so much to the 
fore in everybody’s thinking today, shoe men are very 
much aware of its importance and its future implications. 
The sale of shoes has already been somewhat affected, 
although not yet as hard hit as ready-to-wear and furs. 
Following the brisk sale of shoes for the Spring holiday 
[TURN TO PACE 76, PLEASE} 
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Put one or two models of SONGOS on a table or 
counter alongside of other “loafers” you may carry. 
Then watch how customers pick them up and which 
they buy. 


IW STOCK 


up to 2 week delivery 
at present 


$422 


AAA 6-9 Bac 39 
AA&A 5-9 half-sizes, too 


SONGOS—genvine moccasins, 
vamps hand-sewn by the best 


men in the trade, built with 

fine quality leather soles 

and best upper-stock — 

appeal on sight. 

Display them and 

you'll sell plenty. 

You can have sweet 

business immediately 813—Red 
on a small investment. Send a trial order today — 
shipments in 12 pr. containers. You'll re-order fast 
and often! 
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Color Co-ordination Stressed in New Store 


The rug is a rose and taupe broad- 
loom with an all-over leaf and floral 
motif which does not show scuff marks 
yet offers tread-softening comfort. At 
the entrance a ten-foot wide area has 
‘been left uncarpeted, exposing a ter- 
razzo floor laid in wide alternate stripes 
of red and beige with a band of dark 
gray. This is easily cleaned in wet 
weather by the swish of a mop and 
avoids excessive wear on the rug. 

The men’s department was placed 
directly inside the front door for easy 
accessibility. The chairs here are deep 
and leather covered, restful to the eye 
as well as to the body. 

The women’s and children’s depart- 
ments, utilizing the center and the rear 
of the store, have chairs of natural 
birch. The soft seats and backs are 
covered with a pile cotton fabric, half 
of the chairs in coral and the others 
in turquoise. 

The wallpaper covering part of the 
West wall toward the center and rear 
of the store was the focal and inspira- 
tional starting point for the harmo- 
nious color scheme. Its large cabbage 
roses, and its leaves, in several shades 
of green, provided the exact colors used 
to carry out the attractive decorative 
theme used on the remaining walls and 
in the furnishings. 

The North wall, for instance, is done 
in alternate five-inch wide stripes of 
rose and gray. The East wall above 


[CONTINUED FROM PAGE 51] 


the stock shelves is turquoise, and the 
south wall above the entrance is gray. 

Directly back of the check-out and 
wrapping counter, which is at the front 
of the store, the upper half of the wall 
is dark rose. The accessory showcase 
against the wall is fitted with glass 
shelves against a background of light 
pink. Generous storage bins are pro- 
vided. Bleached oak was used for the 
show cases and wrapping counter. 

Recessed shadow-boxes at eye-level 
are a good example of functional and 
decorative planning. The light green 
background, brilliantly lighted by con- 
cealed fluorescent tubes, and the wide 
scalloped border of dark green wood 
are blended to excellent effect and pro- 
vide a fitting frame for displaying shoe 
and bag ensembles. 

The tilting floor mirrors also utilize 
clever concealed lighting for better 
vision. In the women’s department a 
full-length wall mirror provides an op- 
portunity for the customer to get the 
full effect before making her final shoe 
and bag selection. 


Where chairs touch the wall a rail 
of two inch and a half rounds has been 
provided. This same material is used 
to frame the mirrors and also the door 
frames. The doorways are hung with 
curtains of natural monk’s cloth, with 
another inner curtain of the same fab- 
ric hung about two feet inside the 


opening to obstruct direct vision into 
the stockrooms. 

Ample storage is provided by two 
storerooms, one along the left wall 
where continuous rows of shelves along 
all four walls permit complete acces- 
sibility by means of a thirty-inch aisle. 
More space is provided at the rear of 
the store, which also houses the office. 

The lighting in the store and the 
show cases is fluorescent, but cold 
cathode is used in the outer lobby. 
Spotlights in the show windows high- 
light special displays. 

The show windows were designed to 
provide the greatest expanse of visi- 
bility. Taking advantage of the corner 
location, the East window was so ar- 
ranged that it is glassed-in on all four 
sides. The opposite window was de- 
signed to provide generous width at 
the front of the store, but a set-back 
allows a more generous lobby. 

The all-glass front affords passers- 
by and window-shoppers a full view of 
the entire selling area from the street. 
The visual front work both ways, those 
inside getting the impression of more 
space within the store. 

That the partners were not wrong 
in making the decision to lease the 
choice location near their old store is 
evidenced by the fact that, daily, cus- 
tomers of long standing stop in to con- 
gratulate them and welcome them back 
to “the old neighborhood.” 





Paris Shows Interest 
In Two Silhouettes 


[CONTINUED FROM PAGE 57] 


ing boot is the only sketch offered in 
this group, the more decorative type is 
planned as one of the important fea- 
tures of the coming collections. Made 
of brocades or fancy leathers, with 
outstanding tops and finished with em- 
broidery or a fur band, they promise 
to be decorative and attractive. 

No forecast of the coming Winter 
styles can ignore the “glove” type of 
shoe, the softer shoe which offers real 
support for the arch and which gives 
a sense of neat, tailored smoothness. 
For example, there is the oxford with 
open throat, its sides ornamented by a 
decorative band of self-leather and the 
whole design marked by the rounded 
effect which was the keynote of the 
recent style showings. This is one of 
many adaptations of the classic ghillie 
which will be seen for afternoon as 
well as sportswear. 

The classic pump was seen in almost 
every smart dress collection and a great 
point was made of it in the collection 
of Christian Dior, who is the sensation 


70 


of Paris. He found the pump the per- 
fect accompaniment for his silhouettes, 
both the figure eight, which is a con- 
tinuation and evaluation of the line he 
made for Lelong last year, and the 
wide-skirted corolla, which is attributed 
to his co-designer, Madame Diano. 

While the feeling is definitely for 
closed toe and heel, the sandal is not 
to be so easily displaced. Here is a 
group of three shoes, varying from 
spectator to evening wear, all of which 
have open toe and heel. One bottier, 
asked about the battle between “shoe” 
and “sandal,” said the new models 
would be neither but would definitely 
be marked by a feeling of transparency 
and lightness. The navy and white kid 
model is an excellent example of this 
tendency, while the combination of kid 
and patent in the dressy afternoon 
model is not only an excellent shoe in 
itself, but is symptomatic as well of a 
dozen variations in this type of throat 
trim. Light, elegant and yet with a 
sense of holding the foot, it may be 
considered indicative of the best of the 
new models. 

For formal wear, the tendency to 
embroidery is one which must not be 


overlooked. The great revival in this 
year’s dress collections is a command 
to shoemakers not to overlook this sort 
of trimming. As yet it has been limited 
to metal embroidery and is usually 
emphasized by use of matching kid for 
heels and trim. There is more 

a suspicion that this may go farther 
and that various types of embroidery, 
beauvais, satin stitch and others in 
various colors may appear both on 
fabric and leather. 





Marks 75th Anniversary 
With 10 Per Cent Markdown 


HartTForD, CONN.—The W. G. Sim- 
mons Corporation, Pratt Street shoe 
store, marked its 75th anniversary re- 
cently announcing its birthday in ads 
which proclaimed a 10 percent mark- 
down on shoes, gloves and accessories 
for a ten-day period. 

Formed in 1872 as Haynes and Sim- 
mons and located on the site now hous- 
ing Sage-Allen, the firm became the 


-Simmons Corp. in 1902, and moved to 


its present location at 48-58 Pratt 
Street in 1919. 
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How our membership in the 


Audit Bureau of Circulations gives 


constant protection to the advertisin g 
in these pages. 


Audit Bureau of Circula- 
tions, organized in 1914, is 
a cooperative and nonprofit associ- 
ation of more than 2800 publish- 
ers, advertisers and advertising 
agencies in the United States and 
Canada. Working together, these 
buyers and sellers of advertising 
space have established definite 
standards for measuring and uni- 
form methods for auditing the 
circulation of periodicals and 
newspapers. Only publications 
with paid circulation are eligible 
for membership in the A.B.C. 
The Bureau has a staff of experi- 
enced circulation auditors who 
make an annual audit of the circu- 
lations records of each publisher 
member. Based on these audits 


the Bureau issues A.B.C. reports 
which tell how much circulation 
a publication has, how much sub- 
scribers pay, how the circulation 
was obtained, where it goes and 
many other facts essential to the 
sound investment of advertising 
money. Of special importance to 
business paper advertisers is an 
occupational or business break- 
down of the paid subscribers. This 
tells you how much of the total 
circulation represents a logical 
audience for your advertising and 


















a market for your merchandise. 
In addition to the annual Audit 
Reports, the Bureau issues semi- 
annual Publisher’s Statements. 


Guesswork and waste are 
avoided when you select advertis- 
ing media on the basis of factual 
information. Always make A.B.C. 
reports your starting point when 
you buy advertising space. 

This business paper is a mem- 
ber of A.B.C. Ask for a copy of our 
A.B.C. report and then study it. 


~ » » 


SEND THE RIGHT MESSAGE 
TO THE RIGHT PEOPLE 


comes possible to reach s 
vertising appeals. 
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COORDINATED BAGS 


Bags to go with the Season's 
Smartest Spectator Shoes 

in the Nation's 
Smartest Stores 






F parties 
Designed by Beneli, bag stylist celebre, 
these COORDINATED BAGS make a 


double sale to a single customer. Luxurious 
natural leathers, plastics, and fine fabrics. 


A Style Creation 
A Retail Sensation 
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Decisions for the Undecided 


[CONTIUNED FROM PAGE 60] 


She pushes her way through the mountain of shoes 
and boxes and leaves us sitting there surrounded by 
a mountain of shoes and boxes that will take at least 
an hour to clean up. To make matters worse another 
customer comes in and we stumble and break several 
boxes getting out to meet her. She wants a pair of 
laces, a quick cash sale. Then the boss comes in and 
makes a few comments about salesmen who make a 
mess of his store. We argue that he ought to be a 
more appreciative soul, that we really worked on a 
tough customer that nobody could sell. The boss says 
caustically that there’s no such animal. All right, we 
come back, if he feels that way, let’s all go down to 
our competitor’s and see if that super-salesman there 
can do anything with her. 

Well, there he is again, the super-salesman. He goes 
through the sparring opening with Mrs. Fertl just as 
we did: glad-to-see-you-smile, won’t you please be 
seated, measure the feet, a few simple questions to find 
out what the lady wants. 

Mrs. Fertl again says that she doesn’t know exactly 
what she wants but indicates that she will be very 
happy to see every pair of shoes in the store. 

Our super-salesman smiles happily to show what a 
rare honor it is to wait on a customer of Mrs. Fertl’s 
personality and intelligence, then goes off to the stock 
room and returns with one shoe. 

He slips the shoe onto her foot. She looks at it in 
the mirror, well; it’s all right but could she see some- 
thing else? 

The salesman goes to the stock room and returns 
with another style, again one shoe which he tries on 
her. Again Mrs. Fertl is doubtfully pleased. She looks 
from the shoe on her foot to the shoe in her hand. 
She sort of likes both of them but she’d rather see 
something else before deciding. 

Instead of blindly rushing off for more shoes the 
salesman asks her which of the two styles she prefers. 
This takes a long time to decide on but Mrs. Fertl 
finally admits that the shoe on her foot looks better. 
Since she isn’t interested in the shoe she’s holding in 
her hand, he may as well put it baek in stock, the sales- 
man says very politely. She relinquishes the shoe to 
him and he goes to the stock room and returns with 
another shoe, a tie this time. 

With the tie on her foot Mrs. Fert! looks into the 
mirror then looks at the pump she’s holding in her 
hand, then into the mirror again, then wonders out 
loud if there’s something else that might look better on 
her foot. The salesman assures her that those two 
styles she is studying are not only the best styles suited 
to her taste, but they are among the season’s newest 
creations. [TURN TO PAGE 74, PLEASE] 
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Your inventory “picture” at a glance, | 
with this handy 


STOCK RECORD BOOK 


— and forms — 
Shows each size and width of each style or stock 
number. 


Helps you avoid freezing capital in hazard sizes and 
to keep an accurate tab on your best selling selections. 


oe 




















Black Cloth binder—11%%” x 1334” $2.50 
100 Daily Sales and Stock Sheets, (Form #100) 
and 1 Comparison Form #105 3.00 
1 Inventory Pad (100) sheets #106 0.50 
(5 pads $2.00) (10 pads $3.50) 
1 Buying Order Pad (100 sheets—50 orig. 50 
dup) #107 (5 pads $2.00; 10 pads $3.50) 0.50 
Master Stock Sheets—Form #103. Fits Binder 
Adaptable for Comparison records. 4c each 
(10%” x 13%") 100 for 3.50 











(Sample sheets with guide for use sent on request) 








& 
Sales Record Slips: Form D per pad (100 slips) 0.25 
(100 pads $20.00) 
Refund Record Slips: 


















































—l[- | Form E per pad (85 slips) 0.25 
(10 pads $2.10) 
omer Record Cards: Form F, 100 1.00 
(Size 5” x 3") (500-$4.50) 
e 
Shoe Carton Tickets—Form H—11'!<" x 334” 
1000 . 2.25 
5000 10.00 
Form H with Simplex Clips 1000 2.50 
5000 11.25 
5 PROFIT CHARTS — (Celluloid Holder) —50c. each; an 


accurate method of figuring selling prices. 
«50 Charts at $28.50; 100 at $40.00) 


(Prices listed are F.O.B. Chicago) 


Check with order, please, unless C.0.D. Shipment is 
preferred. Add 10% of value to cover shipment if check 
accompanies order. 


Orders filled for any forms preferred. 
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MERCHANTS SERVICE DEPT. 
209 S. State Street, Chicago, II. 











Appointed Songo Agents 

New YorkK—Holden & Griffin, who 
operate a sales agency for shoe manu- 
facturers and allied lines, with head- 
quarters at 3120 Empire State Build- 
ing, have recently been appointed sell- 
ing agents for the Songo Division of 
Saco-Moc Shoe Corporation, for all ter- 
ritories with the exception of the state 
of California. The complete line of 
samples of the Songo Division is on 
display in the Holden & Griffin sales- 
room. 

The firm of Holden & Griffin includes 
two experienced sales executives well 
known in the shoe field, John Holden, 
formerly eastern sales representative 
for Selby Shoe Company, and Dan Grif- 
fin, who in 1942 took charge of the An- 
tioch Shoe Project for the eastern area 
and later added other lines, among 
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JOHN HOLDEN DAN GRIFFIN 


them Scioto Manufacturing Company 
of Portsmouth, Ohio. Before that he 
had been in charge of the New York 
office of Keystone Slipper Company 
and earlier he was chairman of the 
group purchase operations of Gimbel 
Brothers. 





Mr. Holden came into prominence in 
the shoe trade some years back as 
buyer for Oppenheim, Collins & Com- 
pany, New York, after which he was 
connected with John Wanamaker, of 
New York in a similar capacity. Later 
he served as manager for National 
Shoe Retailers Association, leaving this 
position to join the Selby organiza- 
tion. In 1945 Mr. Holden and Mr. 
Griffin joined forces and formed J-In- 
ternational, importing shoes and acting 
as sales agents. The domestic side of 
this business is operated under the 
name of Holden & Griffin. 





Buy Savings Bonds 

















Kent Casuals 





J-114 Single Shoe Displayer 


A multi-purpose stand for effective 
windew or interior store display. 
Sharp angle bend lends modern 
beauty and strength. All joints are 
permi-bond welded. 


$12 per dozen 





J-115 Double Shoe Displayer 


Tops for versatility! For counter, 
window and wall recesses. Spar- 
kling plexiglas with sharp angle : 
bends. Wide platform and heel 
catch. All joints are permi-bond 
welded. 


$15 per dozen 





Write for Catalog of Complete -Line 
Representatives in Principal Cities 


~ ROGER KENT COMPANY... Adcstics 


LOu 





SERVICE HAS 


RIDING BOOTS 


* Genuine Goodyear 
Welts 

* Brown Leather Up- 
pers 

¢ Leather Lined 


* Leather Sole and 
Heel 


* Garter Straps 


4101 Men's Sizes 
6-12 D Width $10.80 


.4103 Women’s Sizes 
49C Width $9.15 


Terms 2/10 Net 30—F.O.B. Factory N.Y.C. 


FOR 
IMMEDIATE 
DELIVERY 





SERVICE 


Footweor 
MANUFACTURING COMPANY, INC Division 





Leathercrafters Since 1927 
120 East 16th Street, New York 3, N. Y. 
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Mrs. Fertl admits reluctantly that they don’t look 
too bad, either style, but that’s just the trouble. It’s 
so hard for her to decide which one looks better. She 
holds the two shoes in her hands and looks from one 
to the other. Oh dear, she has such a hard time making 
up her mind... . 

The super-salesman doesn’t let her strain herself 
thinking. He knows that she will eventually get tired 
of trying to decide which shoe to buy and will only be 
able to decide to go home and think it over. 

So he starts a new line of questioning. What outfit 
is she going to wear the shoes with? No answer there 
that will help him. All right then, will she try on both 
shoes again and see which one she likes better? Well, 
they both look about the same to her. It’s so hard for 
her to decide. All right, which shoe feels better? She 
finally admits that the tie seems to hug her instep better. 

Off comes the strap shoe, on goes the other tie. She 
now stands and looks at the ties in the mirror. Yes, 
she finally admits, they really do feel good and they 
don’t look bad and they might go with what she’s plan- 
ning to wear. Eventually she is led to the completion 
of a sale that is satisfactory to both her and the store. 

So, having seen a successful demonstration of how 


to sell Mrs. Fertl The Undecided, we rush back to our 
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fitting stools to review those things we have learned 
today: 

First: We will not ply too many shoes on the unde- 
cided customer for we have learned that too many 
shoes only add to her indecision and distraction. 

Second: When a customer is undecided between two 
shoes we will try to find out which style she leans to- 
ward and throw all our weight to that style. 

Third: It is small pleasure waiting on Mrs. Fertl 
The Undecided. For that matter the pleasure is so 
small that sometimes we can’t help wondering if it is 
better to sell shoes to Mrs. Fertl The Undecided or if 
it is better to be dead. 





New Children’s Hosiery Line 


Reapinc, Pa.—A new sizing principle in children’s 
hosiery will be introduced in May by Infants Socks, Inc., 
Reading, Pa., according to an announcement by J. Lee 
Bausher, president. The line will provide socks propor- 
tioned to growing feet. Manufactured in sizes 4 to 844, the 
hosiery wil! parallel shoe sizes. 

The line is being introduced after five years of exten- 
sive research in co-operation with leading manufacturers 
of children’s shoes it was stated. The correlated size range 
is based on 250 shoe lasts representing a complete range 
of infants’ and children’s shoes. 
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Color Prospects 
For Fall Leathers 


[CONTINUED FROM PAGE 54] 


mium. Shoe manufacturers have 
offered as a fill-in, however, more and 
better side leather and kips, tanned in 
ways to make them softer and richer 
looking. These same leathers will also 
go into good quality handbags for Fall. 
For bags, kid, suede and goatskin will 
also be available, but, since kid suede 
is also in enormous demand for shoes, 
the quantity obtainable for bags will 
be limited. For gloves, doeskin finished 
lambskins will be plentiful in supply 
but expensive. The same leather, but 
not so fine, will also be available for 
bags. 

As to colors, the most talked-of pro- 
motion colors for shoes and coordinated 
accessories are the mahogany, Sable es- 
pecially, and Glacé Chocolate browns; 
green, dark and rich in tone; some 
wine; red, especially antiqued Cherry 
Red; spice and a little grey. Sable, 
made only in smooth calfskin, has al- 
ready been chosen by one high style 
store as its chief promotional color for 
Fall. Tony Red, a very brown red, has 
been chosen by a number of style 
stores. Glacé Chocolate will be used in 
suede, both calf and kid, for high grade 
shoes, bags and gloves. The new dark 
rich green promises to be an important 
promotional color in suede for shoes, 
gloves and bags. Wine, always consid- 
ered a good color for Fall, is again very 
much in the picture in the plans of 
tanners; manufacturers of shoes, bags 
and gloves; and retailers. Less talked 
about than the above colors but to be 
noted because they have some high style 
support are grey and spice. Never for- 
get, however, that all these colors, no 
matter how much style talk there may 
be about them, are in very limited sup- 
ply. Some shoe manufacturers look 
upon them as the colors to be ordered 
later in the season as fill-ins. 

Some interesting ideas are being de- 
veloped for certain colors. For very 
dressy wear and for town, brown suede 
shoes stitched in green will be co- 
ordinated with matching green bags. 
The same idea has been worked out in 
a black shoe stitched with red and a 
red bag. Another color coordination 
idea is that of antiqued Cherry Red 
shoes and belts for school girls. Colors 
for wear with tweeds include the dark 
mahogany reds, antiqued tones and 
browns. Saddle, cocoa and cinnamon 
tones are expected to be good belt 
colors. The whole situation is summed 
up in the idea of making much of little 
and the exercise of ingenuity to main- 
tain style interest and prestige during 
a season when supplies of leather, es- 
pecially in promotion and novelty 
colors, are necessarily very limited. 
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Remember us—we're the 
Happy Go Lucky shoemakers 
who gave you shoes when you 
wanted them ...immediate 
service regardless of the size 

of your order. 


No. 100 and 100p. An old friend re- 
designed to feature our new “uplift” 
counter. Washable white glazed kid. 
Sizes 0 to 3. Plain or perforated. 


All during the 

war our “in stock” department 
was (and still is) fed 

some 3600 pairs of shoes each 
working day. Many use 


it as their own warebouse! 


No. 400 and 400p. Another revised 
“uplift” counter model. Washable 
white elk. Sizes 1 to 4. Plain or 
perforated. 


Po 
Now... more and 


more Happy Go Luckies are in 
the offing. Just look at 

some of our new models—all in 
stock for immediate delivery. 


No. 900. Hand embroidered 100% 
wool felt, pinked sole. Sizes 0 to 3. 
No. 900 is white, 901 is bive and 
902 is pink. 


What's more, we 

bave many other styles made 

to fit every need and 

meet every type of competition. 
Write or wire us 

describing your needs. 


No. 401. Chubby last, moccasin vamp 
intermediate with scalloped tongve. 
White elk. Sizes 1 to 4. A must in 
every infant's department. 


NATIONALLY ADVERTISED 





America’s Largest Exclusive Infant's Shoe Manufacturer 


ED WHITE JUNIOR SHOE CO. 


3203-07 CHIPPEWA ST. LOUIS 18, MO. 
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by Popular Domand! 


New, improved Nickel-Plated 












EASY TO LOCK ON. A twist 
of the key — they're ON. 
Adjusts to any shoe. (Size 
7 to 12, any width.) 





EASY TO REMOVE. A twist 
of fhe key — they're OFF. 
The bother of changing 
shoes is eliminated. 











Here's the brand-new, improved version of the fastest-selling item in the 
field today. PARCLEAT is now offered in heavier gauge, nickel-plated 
steel. Equipped with regulation “Phillips” cleats, it turns any comfort- 
able shoe inte a Golf Shoe. The one-piece plate fits and locks on any 
shoe, and won't come off until released with key. America’s largest and 
smallest stores have ordered and featured PARCLEAT. Place you order 
now and take advantage of the unusual sales helps and national ad- 
vertising that will make this a sure-fire profit maker in your store. 


Feature Now for Travelers and Vacationists! 


Retails at $2.75 pair 
(Western States, $2.95! 


tionally. “an 


Ader YOUR 
PRICE $4.71 


FOB, N. Y. City 
INDIVIDUALLY BOXED— 
COMPLETE WITH KEY 

7 FREE 3-COLOR COUNTER 

DISPLAY WITH ORDER! 


THEPARDLEAT company “““orger now! 


DEPT. 85, 3048 RODMAN ST., N. W., WASHINGTON &. D. C. 








Ship. DOZEN pairs PARCLEATS @ $20.50 
Doz. (Minimum factory pack, 1 Doz. pr.) 

NAME .- ot : 

SS Qe hee Mae Ss See ene ee 
STREET . Sab, ESC 
CIty .. ‘ovnne MOMG..... SPATE. .......020 
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Sales of Independent Shoe Stores 


Compiled by U. S. Department of Commerce, Bureau 
of the Census 


February, 1947 


———— Dollar Sales -—— — 
Per Cent Change 


Number Feb., "47 Feb., '47 





of com- com- 
Firms pared pared February, 
States Report- with with 1947 
ing? Feb., "46 Jan., "47 
DE én cot ende 5506s ee -4 —10 °$7,841,444 
pe Pe eee 7 —20 —12 109,660 
BE ov ccccsvecceccese 3 icin Skike *. o i “cue 
BEEN obo casccsnséscer 10 + 7 +9 46,658 
California 107 — 1 — 7 1,118,848 
DE nivdpucneccdewniie 12 +2 —17 166,063 
CommecMicws 6... ccccccccee 24 +.5 —l4 122,239 
TT. as ogenetees 8 nel. &lecee” * _* * —*-pegdbas 
Dist. of Col 13 —17 —1l4 138,128 
< 
8 —10 +4 207,644 
FERRO ccccccccsses s ée aa." nw 
DD cxbeccotegoctoonse 75 — 4 —li 448,755 
Tee 33 — 7 — 3 377,270 
Se 24 —1 —20 141,495 
SD ° Cseeeeateegasheunce 9 — 7 12 45,378 
Kentucky 8 onke a ae 
BORE co dedccccedeces 3 mae! nie > Gee 
Dh neeancesusbeseudes 6 +10 — 3 24,016 
Maryland peumens 3 5 —15 —24 47,706 
Massachusetts ........... 47 + 5 —12 279,087 
DE. wos ccep oececeud 48 — 6 —12 225,011 
SED, §ececcccoedvecess 8 we ja” CT Oe aeons 
Mississipp: a bbaateaneewn s eee 
Missouri on UNSeenueeeaee 36 —20 —ll 201,502 
BEE, ceccccnceweecoce s cov 4. > peed 
DEED  scerascsovasses 7 —1i2 —11 52,836 
DL,” Sain oostavocenetec 3 sae > bie. ea) ee 
New Hampshire .........- 3 ok ee”? ee 
PIO SGUBE cc cccccccccces 24 —15 —21 203,151 
New Mexico ............-: 3 Sy i 
New York . 98 0 —21 698,347 
North Carolina .... ....... 3 ow ee 
North Dakota ...........- s a anes 
Ohio 51 — 9 —10 2, 
Oklahoma a os eadacehé 10 — 8 — 8 : 0.§ 
Oregon ..... hienkianaes. we +2 +4 88.2 
Pennsylvania Se nvwhbetda 69 —10 —14 22, 
Rhode Island ...... shéh ite 9 +13 +9 96,920 
South Carolina ........... 3 lan len of << > ee 
ee eee ‘ : 
Tennessee ..... 3 Ste eee > bs? <eleeaeelin 
EL Sedacccusevesabsene 37 — 3 —2 649,506 
ear ea s af ta A « s Seely 
EEE: «= _ we devececedavses 3 ate ones 
WEED cece ce cccccsccsce 11 — 4 12 72,746 
Washington  .........- 27 0 +4 273,702 
West Virginia 3 Peet a Cialinne 
Wisconsin ......... 43 — 1 - 9 214,041 
Wyoming - x ai sewetD? 7. aAbiwées 
Chicago, Il! 46 5 —18 307,549 
Los les, Cal. 33 1 —6 323,528 
Pe GE. cess ccccds 8 1 +8 €2,598 
i A, 040 de scenes) OS 24 —13 123,317 
San Francisco, Cal. ....... 13 — 7 —4 91,584 
Seattle, Wash. .........-.- 9 3 —2 116,606 


1 Includes reports received too late for inclusion in previous monthly 
totals. ® Number does not apply in all cases to the year-to-date 
figures. * Insufficient data. ‘No data. *As compared with $8,136,- 
992 in February, 1946, and $8,738,469 in January, 1947. 





Manufacturing and Markets 


[CONTINUED FROM PAGE 68] 


season, many stocks need replenishing and a sound mer- 
chandiser warts to have adequate stocks at all times. 
Nevertheless, many feel nervous about making commit- 
ments for the immediate future, since there is so large an 
element of uncertainty in customer acceptance. 

The government’s dissatisfaction with the present day 
price structure is in the forefront of industry thinking. 
Retailers feel that they are not to blame for higher prices. 
In most instances, they say, the retailer has taken only his 
normal proportion of mark-up. Since his cost prices have 
risen, obviously, the price to the consumer is perceptibly 
higher. 
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Fashion Notes 


HUBER SLIPPER COM. 
PANY, moved a few months 
ago to a new factory in Avis- 
ton, Ill, is producing a line 
of soft sole, medium and 
hard sole slippers for men, 
to retail at popular prices. 
These are sold both branded 
and unbranded to both shoe 
wholesalers and _ retailers. 
Shown here is one of the 
popular hard sole cement 
styles offered by the firm for the current season. 





oe 
As samples of shoe designing in post-war Vienna, we 
present these two styles, small part of a collection by Oskar 
Lehmann of 60 Lainzer Strasse, Vienna XIII/89, who writes 
to us regarding conditions in Austria. “Actually, there are 
no shoe fashions here 
these days. We have 
only old shoes, very old 
ones, which would long 
ago have been thrown 
away in any former pe- 
riod. . . . I am submit- 
ting a number of de- 
signs from my studio in 
order to give you an 
idea of the charm of 
our fashions. I have 
tried in all my designs 
to emphasize even more 
than before the femi- 
nine note.” 


The high-heeled model shown here, Mr. Lehmann de- 
scribes as an elasticized pump, combining red kidskin with 
natural color Calcutta lizard. The wedge he designates a 
beach shoe with vamp 
in dark brown fish skin 
and straps in sueded 
leather matching the 
wooden wedge. In other 
designs, colors and sur- 
faces figure importantly 
in such unusual combi- 
nations as black croco- 
dile with light green 
kidskin; pink fish skin 
(salmon) with white 
sueded leather. The ma- 

= jority of these shoes 
have closed toes and backs and are higher riding than 
a pump. A small percentage of them are made on platform 
soles. The beach shoes are shown on wedge heels. On a 
group of children’s shoes a jointed wooden sole is used. 
Included in the collection are some original and attractive 
ornaments. 


Opens Salon on West Coast 
Santa Monica, Cauir.—Norman Gartman has an- 
nounced the opening of his new shoe salon at 1456, 4th 
Street, under the name of Martyn’s Fine Shoes. He will 
carry all nationally advertised brands of footwear. 
Gartman, who is well-known in the shoe industry here, 
has been in the retail shoe business for the past fifteen 
years with several large department stores in the East. 
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Ce ne ee ee pea NS) 


NOW ...FOR THE 
FIRST TIME 
IN YEARS 








In time for holiday demand, these al! 







purpose, all rubber sanda!s are as welcome 


as a breath of spring. Soft, shock absorbing 






¥% inch red sponge rubber platforms, em- 






bossed vamp and ankle straps and non-slip 






long wearing red rubber soles. 






Immediate Delivery 


Terms Net: 30 Days F.O.B. N.Y.C. 
FULL SIZES 6-12 24 or 36 pair cases 








MANUFACTURERS AND DISTRIBUTORS OF ATHLETIC FOOTWEAR 
39 CHAMBERS STREET, NEW YORK 7. N.Y. WORTH 2-6257-8 














r At the PRESIDENTS Suggestion 
we are reducing prices of our 
SMART, STURDY MEN'S and BOYS 
MOCS 


CAMP 
WHILE THEY LAST 





t... 


MEN’S — Brown Retan Ist Quality Leather. 
Littleway Construction—No Mark long wear- 
ing Orthopedic Soles—Rawhide Laces. 
Stock +736M—61/2 to 11 


WAS $2.50, now %210 
Stock +736B—As above Boys’ sizes 21/2 to 6 
WAS $2.40, Now $2.05 


MEN’S—Stock +742M—As +736 only smooth 
Split Upper Stock. Sizes 61/2 to 11 


WAS $2.00, Now *]-50 
Stock +742 B—As above in Boys’ sizes 24/2 to 6 


WAS $1.90, Now *]-55 
NET 30 DAYS — 


BRILLIANT BROTHERS CO. 
190 Lincoln Street, Boston, Mass. 


2 | 
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FOB BOSTON 
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Balanced Inventories 
Are a ““Must”’ 
[CONTINUED FROM PAGE 47] 


per cent change to plan, and per cent 
change to last year. 

Another important form (Fig. 1) is a 
seasonal sales and stock report for each 
classification letter, both of which are 
compared with last year’s sales and 
stocks and with planned business for 
this year. There is a separate sheet 
for each merchandise classification. 

Each invoice must bear the classifica- 
tion letter, which is also stamped on the 
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shank of every right shoe and on every 
shoe box, an important detail in helping 
to maintain correct inventories. Figures 
in the “Monthly Classification Report” 
are balanced against all invoices. 

A third form which Mr. Stonebreaker 
has found of inestimable help in his 
buying is called “The Advance Order 
Plans and Summary” (Fig. 2). It also 
bears the classification letter, a separate 
sheet being used for each classification. 
This sheet is divided into two sections 
and is headed by classification letter, 
season, and total dollar value of orders 
placed. The first section, analysis by 
price lines, has a space for last year’s 


total business and columns with these 
headings in both retail and cost price: 
(1) begin stock-date; (2) received— 
period; (3) sales for period; (4) stock 
at end—date; (5) stock on this date; 
(6) plan purchases this year. The sec- 
ond part of the “Advance Order Plans 
and Summary” is a summary of order: 
placed, showing units ordered by price 
lines, and has columns for the re- 
source’s name, order date, and total 
dollar cost. 

This analysis of advance orders gives 
Mr. Stonebreaker the total number of 
pairs he has bought by resource, mate- 
rial, and retail price, with checks 
against last year’s operations and this 
year’s planned purchases. It is com- 
piled monthly and enables him to map 
his buying plans immediately and accu- 
rately. It prevents his overbuying on 
price lines that do hot sell readily in 
his particular department. 

Two more forms essential to the effi- 
cient functioning of Mr. Stonebreaker’s 
shoe department are the “Bill Book” and 
“Check Orders.” The “Bill Book” sheet 
is headed by the manufacturer’s name 
and number, address and page number. 
Underneath these are the following 
column headings: entry date, date of 
invoice, apron number, items, classifica- 
tion, total retail and wholesale price, 
and percentage of mark-up. The “Check 
Order” sheet is headed by the depart- 
ment number and date. Underneath 
these are the following column head- 
ings: merchandise classification, re- 
sources, address, order number, order 
date, due date, original amount in dol- 
lars, balance due in dollars, and follow- 
up. 

Mr. Stonebreaker explained that in 
order to work well this system must be 
followed up by proper procedures on 
the selling floor and in the marking 
room. His explanation was that the 
marking room puts the shoe classifica- 
tion number, stock number, and season 
letter on the right shank and box of 
every shoe, inf6rmation which they re- 
ceive from every invoice accompanying 
footwear. Season letters work like this: 
January to June 1946 would be “A.” 
July to December 1946 would be “B.” 
January to June 1947 would be “C.” 
Good merchandising practice calls for 
the elimination of all “A’s” when work- 
ing in a “C” period. 

Merchandise is placed in stock by 
material, price and heel height, thereby 
making the salesperson’s job easier. 

“Our salespeople do not use sales 
books,” Mr. Stonebreaker said. Each 
sales clerk has a given number of cards 
with the clerk and department number 
in a space at the top and bottom. These 
cards are perforated through the mid- 
dle, and when shoes are sold, the sales- 
person places the number shown on the 
shank of the right shoe at the top and 
bottom of the card. : 

Next, the salesperson accompanies the 
patron to the sales desk, where the shoes 
are checked for mismates as well as the 
correct number. If they are okay, the 
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Shoe Retailers to Cooperate in Foot Health Week 


Nationwide Event to Be Held May 24th to 31st This Year 
Enlists the Assistance of All Phases of the Shoe Industry, 
in an Effort to Promote Better Foot Care and the More 
Intelligent Selection of Shoes by Customers Everywhere. 


by DR. JOSEPH LELYVELD, 
Chairman, National Foot Health 
Council, Rockland, Mass. 


MAY 24 to 31 are the dates selected this year for the 
22nd annual National Foot Health Week. The week will 
be featured by articles in magazines and newspapers to 
tell a huge reader audience how to take care of their feet 
and how to select their footwear. 

The idea of Foot Health Week came out of a luncheon 
meeting with editors of shoe trade papers and was in- 
spired largely through the cooperation and assistance 
of the late Arthur D. Anderson. editor of Boot AND 
SHoe Recorper, George W. R. Hill, and Everit B. Ter- 
hune, publisher of the Recorper. Foot Health Week 
has been helpful in bringing about the cooperation of 
shoe fitters, chiropodists and podiatrists throughout the 
country. 

Since the first week was observed in 1925, an enor- 
mous amount of newspaper and magazine space has 
been devoted to articles on better foot care. In some 
cities the newspapers devote entire sections to Foot 
Health Week editorials and advertisements of the local 
shoe stores. 

Investigation disclosed that the shoe industry is di- 
vided into several groups and the chiropodist associa- 
tion is bound by certain ethics which, at the outset pre- 
vented cooperation with a week that might have com- 
mercial advantages. To overcome the objections a com- 
mittee was formed for the promotion of National Foot 
Health Week that would bring together that section of 
the shoe industry interested primarily in health foot- 
wear with the foot doctors whose objective is to prevent 
foot defects. Boot anp SHoe Recorper has supported 
the Foot Health Week movement from its beginning. 

A great force in promoting these weeks has been the 
cooperation of the National Shoe Retailers’ Association 
and the National Shoe Manufacturers’ Association. The 
Metropolitan Life Insurance Company has also issued a 
booklet on foot health which in itself has attracted the 
attention of writers on health subjects. 

Foot Health Week has grown until today foot doctors 
all over the country and nearly all shoe retailers pro- 
mote it with a cooperation that has been largely re- 


sponsible for the demand for better fitting shoes and 
more careful shoe fitting. It has also encouraged the 
incorporation of style appeal in correct types of shoes, 
and has brought recognition that it is as essential to 
have good looking “orthopedic” styles as it is to have 
them for business, sport, and dress. 


Foot Health Week began by telling laymen how to 
take care of their feet and how to prevent foot troubles. 
It has since developed into an industrial-professional 
relationship that has been helpful to shoe fitters, manu- 
facturers, advertising agencies, and professional groups. 

The National Foot Health Council has helped manu- 
facturers of children’s shoes to improve lasts, fit, and 
materials; it has compiled recommendations for the fit- 
ting of children’s shoes for retailers; it has advocated 
improvements in the conventional design of children’s 
hosiery; it has emphasized the need for better foot- 
wear. 


DURING some of the weeks in past years as many as 
fifteen thousand retail shoe outlets have used Foot 


Health Week material and have cooperated with the 
committee in promoting better foot care in their com- 
munities. Manufacturers cooperate by sending material 
to their retail outlets. Again shoe retailers are showing 
their interest and have signified their intention of co- 
operating in the event this year. 


To further the interest of parents in the care of chil- 
dren’s feet shoe retailers can help by inaugurating a 
search locally for the child with the most perfect feet, 
and later by entering the selection in the national 
search to be sponsored by the National Foot Health 
Council. A supply of material for distribution to cus- 
tomers may be obtained by writing to the Council, P. O. 
Box 57, Rockland, Massachusetts. As a guide to better 
foot care “Ten Basic Rules for Foot Health” have been 
prepared and approved by well known chiropodists and 
podiatrists throughout the country. These include fun- 
damental instructions on foot hygiene and the selection 
of footwear. 
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RECORDER REVIEW OF CURRENT HAPPENINGS 


IN THE SHOE TRADE 





Says Guild Cannot Lower Shoe Prices 





Grossmann Statement Points to Material, Labor Costs; Pledges Guild 
Members to Lower Net Profits; Supports Government Price Policy. 


New YorkK—In a statement pledging 
the Guild of Better Shoe Manufactur- 
ers to “continued cooperation” with the 
Government’s price policy, Irving E. 
Grossmann, of I. Miller & Sons and 
president of the Guild, asserted that 
shoe prices in “Guild grades” cannot 
be reduced at present because of high 
material and labor costs, but that Guild 
members will maintain a lower rate of 
net profit in the coming period. 

In his statement, Mr. Grossmann in- 
dicates a belief that recent reports of 
price cuts in “Guild grade shoes, but 
not of Guild members,” constituted spe- 
cial needs and circumstances and not 
readjustments on an entire line. He 
also noted that prices of Guild grade 
shoes had made the lowest percentage 
increase in ready-to-wear fields, in the 
past four years. 

The test of the statement follows: 

“The Guild of Better Shoe Manufac- 
turers pledges continued cooperation 
with our Government in maintaining 
fair and equitable prices. At a meet- 
ing held this week a report was made 
by each manufacturer as to his existing 
shoe costs. 

“During the period of price inflation 
the prices of women’s better grade shoes 
did not rise to the heights of other 
commodities in the wearing apparel 
group. A recent survey of the women’s 
apparel and accessory prices indicates 
clearly that the prices as compared with 
shoes of Guild grades during the past 
four years was the lowest percentage 
of increase in accessory and ready-to- 
wear fields. 

“Shoe prices in Guild grades cannot 
be reduced as much as other commodi- 
ties that were not as severely controlled 
in price and rationed as were shoes. 
The shoe was also one of the last items 
of wearing apparel released from price 
control. Many wearing apparel items 
have been increased up to 75%, prac- 
tically doubling former selling prices. 
For equal quality standards the in- 
crease in prices of shoes is about 40%, 
in spite of the fact that labor costs and 
materials have approximately doubled. 
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Some comparative material prices fol- 
low: calfskin which under OPA freeze 
prices was between 51¢ and 53¢ at 
present ranges from $1.02 to $1.12; 
suede calf which was 65¢ to 73¢ when 
recently purchased was from $1.15 to 

$1.48 depending upon the color, etc. 
“The differential in cost of upper 
material is in many cases 75¢ to $1.25 
more than existed six months ago. Prior 
to the decontrol period it was necessary 
for manufacturers to use the best ma- 
terials that were made available in 
[TURN TO PAGE 90, PLEASE] 





NSMA Asserts General 
Shoe Price Cuts Improbable 


New York—Current speculation on 
the trend of shoe prices, in conjunction 
with the announcement of price re- 
ductions by several shoe manufactur- 
ing firms, has stimulated the National 
Shoe. Manufacturers Association to re- 
pudiate the justification for, or possi- 
bility of, a general recession of price 
levels in the shoe industry without con- 
current decreases in labor and material 
costs. The statement of the Associa- 
tion, which represents a preponderant 
number of shoe companies in the United 
States, asserts that shoe prices could 
not reach pre-war levels if leather was 
provided free. 

The text of the statement follows 
in full: 

“It will be extremely unfortunate 
if the few instances of price adjust- 
ments by shoe manufacturers are mis- 
construed as portending general price 
reductions. We would hazard no guess 
about the future trend of shoe prices 
since shoe costs are geared directly to 
the over-all labor and commodity mar- 
kets. We can say, however, with con- 
viction, that foreseeable conditions do 
not warrant price reductions on the vast 
majority of shoe lines which already 
are priced in proper relation to today’s 
costs. 

“Proof of this lies in the fact that 
despite the pressure for lower prices, 
[TURN TO PAGE 90, PLEASE] 


Price Cuts, Slow Buying Mark 
Shoe Mfg.’s Fall Opening 


New YorkK—A combination of 
meagre buying and announcements of 
price reductions marked the Shoe 
Manufacturers Fall Opening, held April 
13-17 at the New Yorker Hotel here. 

Among those that announced price 
cuts were the Jaycee Footwear Com- 
pany of Brooklyn, which reduced 
models selling at $2.85 to $2.25 and 
$3.35, and the Elliot E. Simpson En- 
terprises, whose president, Elliot E. 
Simpson, said that a group of twelve 
manufacturers of non-leather solings 
were reducing prices on composition 
slabs from 50 cents a foot to 30 cents 
and 10 to 25 per cent in rubber soling. 


——— 


Melville Plans Extending 
Women’s Shoe Business 


New York—A stockholder’s question 
at the annual meeting of the Melville 
Shoe Corporation recently, elicited from 
Ward Melville, president, a statement 
generally charting plans for future ex- 
tension of the company’s women’s shoe 
business. Women’s shoes are carried 
in 70 of the firm’s Thom McAn stores 
at present, Mr. Melville said, and plans 
envisage a chain, perhaps under a new 
name, of 200 to 300 stores. 

Obstacles to the plan, it was pointed 
out, are the current high levels of hous- 
ing and real estate costs, and shortage 
of merchandising personnel. 

Mr. Melville, a director of Macy’s de- 

[TURN TO PAGE 93, PLEASE] 





Size Nine's Pique 
Cinderella Thief 


Springfield, ill—The case of the fas- 
tidiows shoplifter, a female who swiped 
then 


larger size, has convinced detectives 
Charles Earley and Ceri Fricke, here, 
that they have now heard a 
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Men’s Shoe Sales in St. Louis Slump 





Men’s Shoe De 


nts Report Units Off 10-15 Per Cent, Dollars 


partme 
About Even, for 1947 First Quarter. Notes Better Success In Popular 
Price Ranges; High Priced Shoes Can be Sold With More Effort. 


St. Louis, Mo.—Widely contradict- 
ing reports on the status of retail sales 
in men’s departments have been ex- 
pressed by department store men’s 
shoe buyers and individual store man- 
agers here for the first three months 
of 1947. In summing up these conflict- 
ing views, however, the conclusion 
drawn is that unit volume is off 10 to 
15 per cent, possibly more, and that 
dollar volume is running from about 
even in some instances to 4 to 8 percent 
below the. corresponding months a 
year ago. 

Probably the most accurate apprais- 
al of the men’s shoe business in St. 
Louis for the first quarter of 1947 came 
in the words of a store manager who 
said “the buying habits of the male 
consumer during this period were poi- 
son to some outlets and meat for 
others.” 

A comparison of the unit and dollar 
volumes of two outlets, both in the 
downtown area and about three blocks 
apart, bears him out. Department 
“A” had slipped in pairage for the 
first quarter by about 500 units and in 
dollar volume was behind $2,000. Most 
of this slump was blamed on January 
and February showings. Store “B” re- 
ported a 15 percent increase in dollar 
volume for the period with a 1 per- 
cent gain in pairage. 

Department “A” retailed men’s shoes 
in the $9 to $11 bracket while Store 
“B’s” footwear was priced in the $6 
and $7 bracket. This contrast in the 
movement of men’s shoes in the two 
outlets may be significant. It may in- 
dicate higher priced stores are losing 
customers to more popular priced com- 
petitors; it may signify that masculine 
buyers are reaching the degree of selec- 
tivity of the feminine buyer; or it may 
mean simply that this popular price 
store was having an obviously easier 
time in keeping up its unit volume. 

Most retailers, however, believe that 
the greater ease with which lower 
priced outlets are maintaining unit 
volume is because the end of the war 
stimulated the temporarily rich mascu- 
line buyer, made up of the war worker 
and the returned soldier. Both of them 
had money, the former from a war 
plant and the latter with Army sav- 
ings and discharge pay. The fact that 
war plants have been out of existence 
for*a long enough period to use sur- 
pluses up is responsible for eliminat- 
ing the first and the fact that most 
returned soldiers have long since fin- 
ished up their post-discharge buying 
sprees is the reason for the second. 

But higher priced operations are not 
gloomy over loss of these temporarily 
inclined purchasers. They assert their 
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return to their normal price bracket is 
a natural consequence of overall sell- 
ing in most goods to a competitive 
market. Sharper emphasis will have 
to be placed on “selling a pair of 
shoes,” retailers point out. 

That the business is there for those 
who go after it, even in the higher 
priced departments, is evidenced from 
the first quarter showing of a few 
cperations in the higher priced classifi- 
cations who have exceeded dollar vol- 
ume and either maintained unit 
volume of a year ago or slightly ex- 
ceeded it. The methods of one such 
buyer operating a men’s shoe depart- 
ment in the $16 and $17 range were 
the heavy use of direct mail as a fol- 
low-up on old customers, plus periodic 
newspaper promotion. 

Despite a general slump for the first 
quarter salesmen’s shoes spurted at 
certain intervals in the period and 
then reverted to the former status. 
Finding an average day would have 
been difficult. One outlet reported a 
$700 gain for a week’s period in the 
quarter and a 20 unit increase on the 
number of pairs. That an increase of 
$700 would account for a unit volume 
rise of only 20 pairs may throw addi- 
tional light on the degree of resistance 
or selectivity of male purchasers. 





Announce Plans for ’47 
Foot Health Council Program 


New York—tThe slogan for 1947 of 
the National Foot Health Council, 
which will sponsor the 22nd annual 
National Foot Health Week to be held 
May 24 to 31, will be “Forward Amer- 
ica on Good Feet”, it has been an- 
nounced by Dr. Joseph Lelyveld, chair- 
man of the Council. 

The central theme of the Council’s 
program will be that foot care should 
begin in childhood. To further this 
objective, posters have been prepared 
for display in public school, and in 
the offices of chiropodists, podiatrists, 
and pediatricians. During Foot Health 
Week, the Council will advocate indus- 
trial foot care and set forth ways for 
establishing foot clinics. Material on 
foot health may be obtained free of 
charge by writing to National Foot 
Health Council, Dr. Joseph Lelyveld, 
Chairman, Rockland, Massachusetts. 





Demand for Heavy Sole 


Leather Increasing 


New YorK—aAccording to reports by 
the nation’s sole leather tanners, a 
sharp increase in demand for heavy 
sole leather has been noted from style- 
setting shoe centers, a recent announce- 
ment of the Sole Leather Bureau of 
the Tanners’ Council of America 
stated. Heavier weight sole leather is 
required not only by manufacturers of 
men’s shoes, but by producers of high- 
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February Shoe Output Lowest Since July 


WASHINGTON — Production of shoes 
and slippers in February, 38 million 
pairs, was 7 per cent less than that in 
January, according to the Bureau of 
the Census. 

This output is the lowest in any 
month since July 1946, and represents 
decreased production in all kinds of 
footwear. Shoes, sandals, and play- 
shoes totaled 18 million pairs for 


women and 9 million pairs for men. 
Both of these figures showed a 7 per 
cent decrease in comparison with the 
production in January. Slippers for 
housewear totaled 2 million pairs, 12 
per cent less than the January output. 

Comparative production figures for 
February and January and the per cent 
of decrease are shown in the follow- 
ing summary: 





KIND OF FOOTWEAR 





SHOES AND SLIPPERS, TOTAL 
Shoes, sandals, and playshoes....... 


Youths’ and boys’. . 








PRODUCTION 
(ane ee 
l 
February | January § Percent 
147) | Tt 
(preliminary) | (revised) | Decrease 
38,116 |” 41,081 ? 
35,489 | 38,049 7 
8,557 oon | ? 
1,533 i oe 
| 47.738 00 0606] Cl? 
2370 2407 | 2 
2.334 2404 06|C«é«‘*SS 
1,914 } 2,066 7 
1005 =| (1,168 " 
2.179 | 2,475 12 
315 358 12 
13 169 2 








The above figures were compiled from reports received from 1,239 manufacturers. 
More detailed data on shoe and slipper production and shipments will appear at a later 


date in “Facts for Industry” Series M68A-27. 
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New York Fashion Fair 
Extends Dates 3 Days 


New York. — An extremely heavy 
demand for tickets for The Fashion 
Fair to be held in Madison Square 
Garden has caused the schedule to be 
extended three days, it was announced 
recently. Originally slated to be held 
from June 12th through the 18th, the 
event will be continued through Satur- 
day, June 21st. 

The Fashion Fair, first all-embracing 
exposition of the industry, will present 
every aspect of fashion.apparel from 
high style shoes to mink and diamonds. 


Shoe Stores to Be Featured 
At Modernization Show 


New York. — Modernization of shoe, 
luggage and handbag stores will be fea- 
tured at the first annual Store Modern- 
ization Show to be held at the Grand 
Central Palace, here, July 7-12, it has 
been announced. Registration cards of 
admission may be obtained by writing 
Store Modernization Show, 20 East 
55th Street, New York 17. 





Large Showing Will Mark 
Southwestern Fall Shoe Show 


DALLAS, TEXAS.—More than 300 
manufacturers’ and distributors’ lines, 
with 360 sales representatives in at- 
tendance, will be shown at the South- 
western Shoe Travelers Association’s 
Fall Shoe Show here, May 12 through 
15, it has been announced. 

Despite an acute shortage in hotel 
sleeping space, spokesmen for the Asso- 
ciation say that all visitors will be 
accommodated. It is suggested that 
visitors avoid Sunday and Monday, 
May 11 and 12, to insure reservations 
for the 13th and 14th. 





Indiana Shoe Travelers Will 
Hold Pre-Show Banquet 


INDIANAPOLIS, IND. — The Indiana 
Shoe Travelers will hold its annual pre- 
show banquet May 10th in the Rain- 
bow Room at the Ho.el Severin. There 
will be informa] talks and entertain- 
ment. Exhibitors at the annual Fall 
Show will be presented with a ticket 
to the affair. 


Plans Progress for Ohio 
Shoe Travelers Fall Show 


ToLepo, O.—In addition to the 200 
sample rooms in the Dashler Wallick 
Hotel, Columbus, Ohio, more have been 
reserved at the Neil House there, for 
the Fall Shoe Show of the Ohio Shoe 
Travelers Club, May 18, 19 and 20, it 
has been announced by E. Larry Minor, 
State shoe chairman. The increased 
space for sample rooms was found 
necessary, he said, because of the un- 
usually large number of registrations. 
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THE IDEAL GIFT FOR FATHER 
ah, Day i WE June 15 


“LYCO” 


THE ORIGINAL GROOMER 





eA 


A QUALITY home shoe shining cabinet with the world famous KIWI English 
Shoe Polish, regular size (two tins of black, two tins dark tan), two brushes, 
two daubers, two shine cloths. The finest shops have advertised and promoted 
this "LYCO” GROOMER through newspapers and in their respective Christmas 
Gift Catalogues. Solidly made to last indefinitely. It is indeed an all-the-year- 
round gift item. “A place for everything and everything in its place.” 


Priced at $4.50 each to retail for $7.50 


Sample will be submitted upon request. 


LYONS & COMPANY 


Est. 1900 


120 DUANE STREET NEW YORK 7, N. Y. 


U.S.A. Sole Distributors to the trade of 


. +. -—.% 


The Original ENGLISH STAIN Shoe Polish! 











WESTERN cowsov BOOTS 


FOR IMMEDIATE 
The demand for Service Western Boots goes 


on unabated! 


Beautiful, authentically styled, fine leathers 
plus profusion of white and red underlay cut- 
outs, multi-color stitching, butted seams, solid 
leather soles, underslung heels, counters and 
Pegged shank. Goodyear Welt construction. 


Don’t delay—Order today. 







incl. 12 pr. cose, 


TERMS: 2/10 Net 30—F.0.B. Factory, N. Y. C. 


SERVICE 


MANUFACTURING COMPANY, INC. 


120 East 16th Street 


West Coast Travelers Change 
Mid-Year Show Dates 


Los ANGELES, CAL.—Because of the 
acute hotel situation in Los Angeles, the 
Convention Committee of the West 
Coast Shoe Travelers Associates has 
been forced to change the date of their 
mid-year show from June 8th, 9th, 10th, 
and 11th to June 15th, 16th, 17th and 
18th, it was announced recently by 
Frank Foster, general chairman of the 
convention. 

Highlighting the four-day show will 
be the dinner dance which will be held 
at the Biltmore Bow] on June 17th. The 
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No. 4704 — Men's 
Brown vamp, Beige top, 
D Width, 6/12, 12 sizes 


$8.85 Pr. 


No. 4705 — Women’s, 
as above, C Width, 4/9, 
Ya sizes incl. 12 pr. case. 


$8.65 Pr. 












No. 4600—Men’s Black. ... $8.40 Pr. 


No. 4601—Men’s Brown ... 
(D Width, 6/12, Y2 sizes incl. 12 pair case) 


$8.40 pr. 


No. 4602—Women’s Black ..$8.20 Pr. 
No. 4603—Women’s Brown. .$8.20 Pr. 


(C Width, 3/9, ¥ sizes incl. 12 pair case) 


Footwear 


Division 


entire Bow! will be reserved for the ex- 
elusive use of the West Coast Shoe 
Travelers Associates and their guests. 

Headquarters for the show will be at 
the Haas Building. Also cooperating 
will be the Biltmore, Alexandria, and 
Lankershim Hotels. 





St. Louis Credit 
Committee Named 


Str. Louis, Mo.—Members of the re- 
cently named Credit Committee of the 
St. Louis Shoe Manufacturers’ Associ- 
ation are: H. P. Newton, chairman; 
E. J. Hopkins and W. S. Tarlton. 








Dates to Remember 


Fall Show, Northwestern National Shoe 
Travelers’ Association, St. Paul Hotel, 
St. Poul, Minn. May 3, 4, 5, 6, 

Fall Shoe Show, Chicago Shoe Travelers, 
Morrison Hotel, Chicago. 

May 3, 4, 5, 6, 

First Shoe Market Week, Pacific North- 
west Travelers, Seattle, Wash. 

May 3, 4, 5, 6, 

Monthly Shoe Show, Michigan Shoe 
Travelers’ Club, Hotel Statler, Detroit, 
Michigan. May 4, 5, 6, 

Fall Shoe Show, Mid-Continent Shoe 
Travelers’ Association, Skirvin Hotel, 
Oklahoma City, Okla. May 4, 5, 6, 

Shoe Show, Boston Shoe Travelers’ As- 
sociation, Parker House, Boston, Mass. 

May 5, 6, 7, 8, 9, 

Semi-annual Banquet, Boston Shoe Trav- 
elers' Association, Parker House, Bos- 
ton, Mass. May 7, 

Apparel Show, Ak-Sar-Ben Men's Ap- 
parel Club, Inc., Paxton Hotel, Omaha, 
Neb. May 10, 11, #2, 13, 

Fall Shoe Show, Pennsylvania Shoe 
Travelers’ Association, William Penn 
Hotel, Pittsburgh, Pa. 

May 10, 11, 12, 13, 

Fall Shoe Show, Indiana Shoe Travelers, 
Hotel Severin, Indianapolis, Ind. 

May t!, 12, 13, 

Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 
Des Moines, lowa. 

May !1, 12 and 13, 

Advance Fall Showing, Southeastern 
Shoe Travelers, Sheraton Bon Air 
Hotel, Augusta, Ga. 

May !!, 12, 13, 14, 

Fall Shoe Show, Southwestern Shoe Trav- 
elers' Association, Adolphus and Baker 
Hotels, Dallas, Texas. 

May 12, 13, 14, 15, 

Shoe Show Midwestern Shoe Travelers’ 
Association, Paxton Hotel, Omaha, 
Nebraska. May 17, 18, 19, 20, 

Shoe Show, Ohio Shoe Travelers’ Club, 
Hotel Deshler-Wallick, Columbus, O. 

May 18, 19, 20, 

Semi-Annual Convention, West Coast 
Shoe Travelers Associates, Haas Bidg. 
and Hotel Lankershim, Los Angeles, 
Cal. June 15, 16, 17, 18, 

Store Modernization Show, Grand Cen- 
tral Palace, New York City. 

July 7, 8, 9, 10, 11, 12, 
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Joseph Salon Shoes, Inc., 
Opens Sixth Unit 


Los ANGELES, CAL.— Joseph Salon 
Shoes, Inc., of Chicago, Illinois, has 
announced the opening of the firm’s 
new Beverly Hills shop at 323 North 
Rodeo Drive. 

One of the chief reasons for this 
sixth unit in the Joseph Salon Shoes’ 
chain is said to be the growing style 
importance of California. The Beverly 
Hills shop will test fashion ideas for 
the other stores (three in Chicago, one 
in Evanston and one in Oak Park) and 
a liaison between the eastern and west- 
ern operations will be established. 

Architect for the new shop is Burton 
A. Schutt, of Beverly Hills, who de- 
signed the Bel-Air Hotel. 
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Says St. Louis Output 
Growing Fastest 


St. Louis Shoe Output Shown As 
82 Per Cent of National Increase 
in 1946; Manufacturers Still 
Not Satisfied 


Sr. Louis, Mo.—Statistics recently re- 
leased by Oscar C. Orman, secretary- 
manager of the St. Louis Shoe Manu- 
facturers’ Association, show that the 
Mississippi River metropolis not only 
is the nation’s top shoe producer, with 
23 per cent of the total production for 
1946, but that 82 per cent of the na- 
tional shoe production increase in 1946, 
compared to an average of the produc- 
tion during the pre-war years from 
1936 through 1940, stemmed from the 
shoe industry in St. Louis. 

To back up his statement on the 
strides in shoe manufacturing in St. 
Louis, made in an address before the 
St. Louis Rotary Club at Hotel Statler, 
Mr. Orman pointed out that the St. 
Louis shoe industry produced 90,000,000 
pairs in 1946 or 23 per cent of the na- 
tion’s total of 388,000,000 pairs, and 
that the 90,000,000 pairs made in St. 
Louis in 1946 was 27,000,000 pairs 
greater than the average production 
of 63,000,000 pairs during the pre- 
war period, 1936-1940, or 82 per cent of 
the nation’s total increase of 33,000,- 
000 pairs for the same period. The 
nation’s total output during the pre- 
war period from 1936 through 1940, 
he said, averaged 355,000,000 pairs. 

He added that the production during 
the pre-war years 1936-1940 wes ex- 
clusive of playshoes, slippers and san- 
dals, showing that the 63,000 pairs pro- 
duced in St. Louis during that period 
represented 18 per cent of the nation’s 
total of 355,000,000 pairs, or 5 per cent 
less than the 1946 portion of St. Louis’ 
manufacturers contribution to national 
shoe production. 

Another fact which Mr. Orman 
brought out was that while nationally 
shoe production increased less than 10 
per cent in 1946 compared to the 1936- 
1940 pre-war period, shoe production 
in St. Louis increased 43 per cent from 
63,000,000 pairs average from 1936- 
1940 to 90,000,000 pairs in 1946. 

In closing his talk to the Rotarians, 
Mr. Orman said that the manufactur- 
ers here were not. satisfied with their 
gains, however, and that they planned 
to make it an even larger market. 


Shoe Chain Reports Largest 
Week in History 

New YorK.—Wise Shoe Stores, Inc., 
with 18 outlets, reported that sales for 
the Easter week topped comparative 
figures for last year by 29.2 per cent. 

Lawrence Schoen, executive vice- 
president of the company, stated that 
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REG. U.S. PAT. OFF. 
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RUGGED 


HEEL BASE 


fie Stiaidly Shes... 


Leatherok — the proven Heel Base Material. 

has withstood tests of every conceivable punishment. 

Its water repellent qualities shrug off mud, water and slush 

to maintain its cut shape for long and enduring service. 
Small wonder then for its popularity with most designers of fine shoes. 


EORGE WM ENKINS Co 


BRIDGEWATER 


MASSACHUSETTS 








sales for the complete week were the 
highest in the corporation’s history, de- 
spite a rainy Saturday, which pro-, 
duced sub-normal business. 


Edison Brothers Sales Rise 


24 Per Cent for March 


St. Louis, Mo. — Edison Brothers 
Stores, Inc., reports consolidated net 
sales of $6,289,928 for the month of 
March. This compares with $5,057,105 
for March, 1946, an increase of $1,232,- 
828, or 2438 per cent. The increased 
volume for March this year, however, 





the firm reports, is due largely to the 
earlier Easter. 


February Shoe Sales in 
Ohio Drop Nine Per Cent 


CoLtumsBus, 0.—A group of 51 inde- 
pendent retail shoe stores, representing 
all sizes of communities throughout 
Ohio, with an aggregate dollar sales 
volume of $462,027 during February, 
1947, reported that sales were 9 per 
cent below the same month of 1946, 
and 10 per cent below January of 
1947. 

















RIDE TO GREATER 
PROFITS WITH... 





WRITE—BETTER STILL—WIRE FOR FURTHER DETAILS! 





Service now! 





D Width Only. 
12 Pair case. 





MANU 





1” HEIGHT 


No. 4012—Men’‘s Smooth Black 
Leather Boot, leather sole, flat rub- 
ber heel, pull straps. 


Sizes 6-12—¥% size ind. $7.90) 


and White, Brown and White Terms: 2/10 Net 30 Days, 
me, GOODYEAR Welt .. . This item F.0.B. Factory, N.Y.C. 
made to Sell Profitably at $5 - $6, 

Sizes: 4 to 9; Widths: AA and B. 


Leathercrafters Since 1927 


120 East 16th Street + 
Soe cael 





UTILITY BOOTS 


FOR IMMEDIATE DELIVERY 


Ever-popular with our men of the 
sea, are these shiny black, (they 
take a high lustrous polish) fiat 
heel UTILITY boots. Smart looks 
and durability make them a cinch 
to sell. Place your order with 










SERVICE 


FACTURING COMPANY, INC 





New York 3, N.Y. 











Design of Ilusion Transforms Shoe Store 








Full-vision curved windows, topped by an illuminated 
panel of glass with adumbrated lettering, provide an extra 
measure of interest and display space in this newest re- 
modeled unit of the London Character New York and New 


Photo at the right shows the advanced design of the 
interior. The rear of the store, now illuminated from the 
rear, was formerly used for stock. Scenes of sport in the 
photographic mural at the right set an ingratiatingly ex- 


Jersey chain. 


New YorK—The new London Char- 
acter Shoe Company’s remodeled store 
at 38 and Seventh Ave., here, which 
seats thirty customers, is an illuminat- 
ing instance of how a small store at an 
important traffic spot can be made to 
seem not only much larger than it is, 
but more important on the street by an 
adroit use of illusion in designing. 

Although the store always had con- 
cealed stock arrangement, the present 


clusive masculine tone. 


design, by Morris Lapidus, New York 
architect, removes the stock from the 
rear end of the store and thus auto- 
matically lengthens the selling area. 
By use of a glass false door at rear, 
illuminated from behind, the customer 
is drawn toward the back of the store. 
The salesman can go to either one of 
the stock-piles, which are concealed 
behind a paneled wall. 

In other words, the sales-entry, at 


the middle of the store proper is equally 
available from all parts of the store, 
removing the necessity of tramping 
back and forth from the stock at one 
end to the customer at the other. While 
the design cuts off the width, there is 
left a blank, clear space, which seems 
wider, and actually gives more selling 
room. The prior plan of the store pro- 
vided for a selling space circular in 
form, which left, empty unused corners. 





Plans New Shoe Store 


RIPLEY, TENN.—Jack Luster, for- 


merly of Batesville, Ark. has an- 
nounced that he will open a new shoe 
store in Ripley. He has been associated 


with a shoe store in Batesville for the 
past 10 years, and this will be his ven- 
ture as an owner. 
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They’ve Got Coffee— 
They’ve Got Leather 


[CONTINUED FROM PAGE 52] 


Although the majority of the shoes 
prodtced are in tan and black, Brazil- 
ians also like brightly colored shoes, 
often producing shoes trimmed in four 
or five different colors. Men’s shoes 
most in demand are street types with 
box calf uppers and leather soles. Con- 
sumption of working shoes is small as 
factory employees prefer wooden clogs. 
Women’s shoes are principally of the 
high heel or platform type, for their 
wearer believe that these enhance their 
appearance. Open toe and heel models 
are popular. Children’s shoes are usually 
sandals or street shoe types. 

Brazilian shoe manufacturers are 
looking forward to an increasing de- 
mand for shoes in their own domestic 
market. There seems every reason to 
expect that Brazilian consumption of 
footwear will continue to increase 
despite present inflated prices. An idea 
of how inflated prices are may be had 
from the fact that men’s shoes, which 
sold in the U. S. equivalent to $2.00 
per pair before the war, now sell as 
high as $3.75 per pair, and the quality 
today is said to be inferior. Men’s 
shoes are, for the most part, Goodyear 
welts, while turns and stitchdowns lead 





’ 





Yu 
con greatly increase the | 


sales appeal of your men's shoe displays 
with these low-cost Fairy Form reversi- 
ble Tre-ettes. Made of resilient Fairylite, | 
Tre-ettes are snug-fitting, easy to use. 
Available in any two-color combina- 
tion of maple, mahogany or solid black 
finish, with or without the knobs illus- | 
trated. 






Write for Bulletin 1728 


SHOE FORM CO. INC. 
AUBURN, N. Y. 
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KRIPPENDORF-DITTMAN 


fas meant 


BACK IN 1872, when The Krippendorf-Dittmann 
Company was founded, the owners resolved to make 
women’s shoes exclusively—and to make these shoes 
the finest value for the money at all times. During the 
succeeding 75 years they have adhered to this principle. 

That’s why in 1947 Krip 
satisfy the dealers who handle them because they satisfy 
the customers who buy and wear them. 

Remember discriminating women from 22 to 55 
prefer Krippendorf Foot Rest shoes. 


THE KRIPPENDORF-DITTMANN CO. 
Cincinnati, Ohio New York Showroom: Marbridge Building 


Priced at $895 and $995 





rf Foot Rest shoes 


BK Es 
: a 
A rd (ffl. 


LIME, 


FOOT REST 


SHOES 





CRreLexiBe. 





* Nationally advertised in Vogue, Ladies’ Home Journal, Mademoiselle, Woman's 
Home Companion, Good Housekeeping, The grade Teacher, and The Instructor. 








in popularity in women’s footwear. 

With the exception of some side 
leather, calf, kid and suede which are 
imported, Brazilian footwear producers 
are obtaining their supplies from 
domestic sources. The larger shoe fac- 
tories use the latest available prewar 
machinery, as sufficient quantities of 
equipment were not received during the 
war years. Several so-called mechanized 
factories, however, have finishing ma- 
chinery only, still doing most of the 
work by hand. 

Brazilian manufacturers are accus- 
tomed to use leather counters and box 
toes, Cemented shoes for women were 


only recently introduced; they are the 
first to be produced with fiber counters. 

A number of Brazilian manufac- 
turers are export minded, but as long 
as the domestic market is large enough 
to absorb their production, they are not 
likely to make any very extensive 
efforts to develop export trade. 


Second Saks Store Opened 


Houston, Tex.—A second Saks shoe 
store has been opened here at the cor- 
ner of Westhaimer street and Waugh 
drive, next door to the Tower theatre. 
Irving Levine is manager. 





87 





605 
HOTEL 
COMMODORE 


BEST IN BALLET 


Deluxe pleated toe shoe in black or white 
kidskin. Style 10, $2.00 

Full Sole student ballet, 

Style No. 11, $1.90 

Style No. |, Acrobatic sandal, 
fawn or black . . 65 cents 






Delivery 3 to 4 weeks or sooner. * a So RE ee 
Terms: Net 30 days. . eae) 
Write for Illustrated Catalog WEIGERT-DAGEN SHOE CO. 
503 N. 12th ST. ST. LOUIS 1, MO. 


166 North 3rd Street, Columbus, Ohio 


Th h Th L kin Gl | e modern and attractive shoe salon. 
Uses r oug € 00 M4 ass nter 10r Four principal types of shoes are 

stocked, with designs ranging from 
casual to sophisticated. 

The architecture and design of the 
interior utilizes modern techniques and 
materials, achieving a feeling of ex- 
clusive privacy for the customer. 
Pleasant lighting effects are provided 
by combinations of fluorescent and 
mazda illumination. 

Two of the walls are finished in 
reeded mahogany, while the third is 
done in a gray mauve pastel. The low 
ceiling is in jonquil yellow, and has a 
modern irregular cut in the center (not 
shown in photo) from which indirect 
lighting, reflected from the raised pink 
ceiling above the cut, gives the effect 
of an opening to the sky from a shel- 
tered court. All stock is concealed ex- 
cept the models in the shadow boxes. 





Celebrates Wedding, Birthday 


ALLENTOWN, Pa.—Owen W. Metzger, 
head of the retail shoe firm of Wether- 
hold and Metzger, recently observed 
his 65th birthday anniversary, and a 
Showing the new shoe salon opened recently by Kohn's of Columbia, $. C. The week later celebrated with his wife, the 
mirror which covers one wall is particularly attractive to the female psychology former Sadie Fretz, their 40th wedding 
and, in effect, adds a kind of fourth dimension to the room. The reeded wall is anniversary. The Metzgers have two 

of chocolate African mahogany, the ceiling of jonquil yellow. daughters and three grandchildren. 
: Mr. Metzger is a former president of 

Co_tumBiA, S. C.—A further step in the South’s finest women’s specialty the National Shoe Retailers’ Associa- 
the establishment of Kohn’s as one of shops, is the recent addition of a highly tion. 
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NESLA Opposes Army Shoe 
Division Transfer to New York 


Boston, Mass.—“The New England 
Shoe and Leather Association will op- 
pose the proposed removal of the 
Army’s Shoe Procurement Division 
from the Boston Army Base to New 
York offices, planned for next month,” 
eccording to Maxwell Field, executive 
vice-president. ‘‘Association repre- 
sentatives plan to confer with The 
Quartermaster General, Thomas F. 
Larkin, in Washington in an endeavor 
to secure the permanent retention of 
this division in Boston.” 

“Bosten is the nation’s leading shoe 
center, and the majority of Army shoe 
contractors and all their suppliers 
maintain offices in this city, whereas 
none of them have offices in New York. 
It would result in greater expense and 
inconvenience, therefore, for both the 
Army officers and shoemen to transact 
their business in New York,” Field 
pointed out. 

“No economy to the Army is evident 
by this move, for the same number of 
employees would be transferred as are 
now employed in Beston and no joint 
shoe purchases by the Army and Navy 
is planned. Therefore, it is self-evident 
that no justification for this removal 
exists, and the New England shoe in- 
dustry, which produced 40 per cent of 
all the Army shoe requirements during 
the last War, cannot condone such 
action,” Mr. Field concluded. 





Mother’s Day Offers 
Promotion Opportunity 





New York—Mother's Day is the sec- 
ond Sunday in May, ia accordance with 
Public Resoletion 25, adopted by the 
63rd Congress of the U. S., and the photo 
above is the official Mother's Day poster 
for 1947. The observance of Mother's 
Day gives the smart shoe retailer an 
opportunity for wide gift promotions 
and increased May volume. Dispicy 
items are described in a booklet which 
may be obtained by writing the National 
Mother's Day Committee (Trade Promo- 
tion Division}, 393 Seventh Avenue, New 
York 1, N.Y. 
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Salesman Association Elects 


Rubin President 


St. Louris, Mo.—The Allied Sales- 
men’s Association elected Louis Ru- 
bin, president, at their annual meeting 
recently, held in the Lennox Hotel here. 
Installation of new officers will take 
place May 2. 

Mr. Rubin represents Phyllis Shoe 
Co., Manning Gibbs Shoe Co., and Star 
Shoe Co. in the St. Louis territory. The 
incumbent president of the group is 
Robert Miller. 


Retail Manager Joins 
H. C. Godman Co. 


St. Louts, Mo.—H. F. (Bert) Slack, 


who for the past two years has been 
managing McCoy’s Shoe Store at Lan- 
sing, Michigan, has joined the sales 
force of the H. C. Godman Company 
of Columbus, Ohio. 

Beginning May ist Mr. Slack will 
cover the states of Kentucky and Ten- 
nessee. Prior to joining the McCoys, 
Mr. Slack was associated with Brown 
Shoe Company in the men’s division 
and at the time of his leaving he held 
the title of merchandise manager. 
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Every Type of Shoe « « men's, women's, children's for Every Type of Store «- 





family, department, specialty, general ...in Every Price Range. Here in Chicago is a | 


complete Footwear Market for sty/e-minded, quality-conscious, profit-wise shoe Retailers 
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Says Guild Cannot 
Lower Prices 


[CONTINUED FROM PAGE 81] 


order to produce both the units and the 
best quality shoes possible. Some of 
these materials in both leathers and 
fabrics are now entirely eliminated as 
today calfskin, suede calf, kidskin and 
genuine reptile represent the greatest 
part of our production. 

“A review of publicity recently re- 
leased about certain adjustments made 
in prices on shoes in Guild grades but 
not by Guild members indicates mis- 
statements, and there is no question 
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that misunderstanding exists. It would 
be practically impossible for a Guild 
grade manufacturer under prevailing 
prices of material and labor in this area 
to bring prices to a lower level, both 
retail and wholesale, to the extent re- 
ported. In all probability the price 
adjustment reported was on an indi- 
vidual material or shoe for reasons of 
temporary need or the lowering of a 
highly inflated price structure to meet 
a fair and equitable price, but does not 
reflect the adjustments made to an en- 
tire line, which is not possible without 
bringing that grade into the next lower 
grade structure. 

“In a period such as we are now go- 





ing through the Guild members find 
themselves facing the following prob- 
lems: 

1. The inventories throughout the 
country on shoes of Guild grades are 
not high, taking into consideration the 
fact that there is a continuing strong 
demand for quality shoes and the fact 
that inventories of lower priced shoes 
or of shoes on types that are over- 
stocked are far too great in relation 
to their demand; 

2. The cost of labor and material is 
the highest that has existed and al- 
though a slight adjustment in the price 
of leather is expected it cannot materi- 
ally affect the retail selling price in the 
very near future; 

3. The grading up of Guild shoes 
made possible by the availability of 
wanted materials and the finest ingredi- 
ents makes for greater costs of produc- 
tion. 

“The Guild of Better Shoe Manufac- 
turers this week dedicates itself to the 
greatest possible cooperation with the 
price problem of today by maintaining 
a lower rate of net profit during the 
coming period, making for an even 
stronger value. It is not to be mis- 
understood by dealers that this coopera- 
tive movement will reflect lower prices 
on merchandise bought for the June 
period and thereafter, but rather a 
maintenance of prices that prevailed 
during prior months. The Guild manu- 
facturers are absorbing the additional 
costs of higher priced materials and 
higher standards of quality, and in 
turn will play their part in adjustment 
of prices when cost of labor and ma- 
terial becomes lower or when their pro- 
duction increases sufficiently.” 





NSMA Asserts General 
Shoe Price Cuts Improbable 
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up to this point only three or four 
companies have found it possible to 
make any adjustments. Anyone who 
undertakes to forecast the future trend 
of shoe prices should first evaluate and 
forecast the future of the total national 
economy. In other words, will con- 
sumer expenditures remain at present 
levels? Will wage rates be maintained 
or further increased; and will com- 
modity markets hold their present lev- 
els? It does not seem likely that the 
shoe industry can disassociate itself 
completely from the national economy 
and set a price pattern within itself 
which will differ from trends and con- 
ditions in all lines of goods and ser- 
vices. No inference that shoes are 
priced out of line with other commodi- 
ties should be made until the market 
on hides and leather has been analyzed. 
Such an analysis will show that the ad- 
vance in shoe prices has been far below 
the amount justified by the present 
market for raw materials. 
“Shoe manufacturers’ direct and in- 
direct costs, exclusive of raw materials, 
[TURN TO PAGE 93, PLEASE] 
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Shoe Windows Don 
New Spring Dress 
[CONTINUED FROM PAGE 49] 


mess of models helter-skelter; instead, 
they built the window on pleasing lines 
about a central fountain head theme or 
display piece. 

For those who are interested, it would 
seem that the refinements of advertising 
and promotion in the past ten years are 
as well illustrated by the variations on 
commercial window display as any- 
where; the current Spring burst of win- 
dow tableaux indicates a special post- 
war ingenuity to lure and shape the 
desires of the window-shopper. 

As in art, where the mainsprings of 
window decoration are patently buried, 
the efforts of this season’s display de- 
signers can be roughly classified into 
groups: 1) the surrealists—who range 
from the incomprehensibly bizarre, the 
fanciful symbol, to the melting-watch, 
desert-Spinx coterie (dilly-Dali) ; 2) the 
ahstractionists—whose productions are 
limited only by the number and combi- 
nation of objects and shapes devisable 
by man; 3) the symbolists: who play 
with puns, catch lines and simple allu- 
sions in the choice of material; and, 
finally, 4) the representationalists: a 
hearty, simple, but disappearing, group, 
who demand a shoe for a shoe, a price- 
tag for price-tag, with little or no at- 
tempt to pierce the subconscious of the 
consumer. 

A glance at these pages will impress 
you, however, that the cleverer window 
artists are not confining themselves to 
groups or factions in their field, but are 
taking the best of all ideas and simpli- 
fying them. Ultimately, they know, 
conscious simplicity is the strongest idea 
of all. 
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No. 5701 
Men’s 11-inch chocolate black waterproof 
Engineers’ boots. Two full Viscolized leather 
soles. Whole rubber heel, leather counter, 
Goodyear welt. Reinforced steel shank. 

Sizes 6-12. D Width only. $8.50 


















No. 5700 


Same as No. 5701 except 
17-inch height. 
Sizes 6-12. D Width 


$8.95 





£701-5700 


No. 5704 

17-inch Engineers’ RIDING Boots. 
Beautiful brown plump elk uppers. 
Single 10 iron finest quality Viscolized 
leather outsoles. Solid leather heel. 
Leather counter. Reinforced steel 
shank. Goodyear welt. 


Sizes 6-12. D Width only. $8.95 








Plan Ad Campaign 
At Sales Meeting 


LANCASTER, O.—A sales conference 
of representatives for Drew and Dr. 
Hiss shoes was held here recently. 
Plans for an advertising campaign, 
featuring promotion in national maga- 
zines and dealer cooperative advertis- 
ing allowances, were presented at the 
three-day meeting. 

Speakers stressed the belief that 
good fitting welt shoes are “staple” 
items and will continue to find demand 
despite market conditions. Promotion 
and advertising of this type of shoe 
in the present readjustment period was 
pointed to as one of the most efficient 
means of producing high retail sales. 

It was further pointed out to sales- 
men that the Drew line was one of the 
first feature shoes to offer national ad- 
vertising plus cooperative newspaper 
advertising. Salesmen for the company 
are now on the road with their new 
Fall lines. 


April Showers Cost 
Shoeman $20,000 


Curcaco, Itu.—A four-inch rainfal! 
here last month inundated a number 
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of homes and stores in the southwest 
section of this city, among which was 
Shapiro’s Shoe Store at 6397 S. West- 
ern Avenue. 

Max Shapiro, owner of the store, 
estimates that more than $20,000 worth 
of damage was done to the store and 
its stock. The basement was covered 
with four feet of water, which de- 
stroyed almost 4000 pairs of shoes. 





Decides to Reopen 
Shoe Business 
SPRINGDALE, ARK.—Loyd Francisco, 


owner of Loyd’s’ Shoe Shop here, has 
announced that he considers the shoe 
situation promising enough to re-enter 
the shoe retailing seene, after a hiatus 
of the war years in which he closed 
his store. 

“Before the war we used to sel] more 
shoes than all others in the city com- 
bined,” Fransisco is reported to have 
said. “We had to go out of the shoe 
business during the period of ration- 
ing because of shortages and the in- 
ferior quality of shoes on the market. 
Now that shoes are obtainable again, 
we are resuming our shoe business.” 
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New Lane Bryant Store Opens Shoe Salon 





Detroit, Mich.—The shoe salon of the new Lane Bryant store on Woodward Ave. 
The department has a seating capacity for 27 customers and covers an area of 450 
square feet. A curved slipper bar is part of the shoe department. Carpeting is 
grey and upholstery is pink-beige. All fixtures are made of light, combed grain oak. 
The new six-story building was remodeled at a cost of $750,000. Mr. Karnow is 

manager of the shoe department. 





Shoe Man Finds Concealed 
Stock Arouses Mistrust 


Derrorr, MicH.—A new family type 
shoe store has been recently opened on 
the west side of this city, under the 
name of Calerie’s Shoe Store, at 7409 
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Michigan Avenue, by Chester Merrick, 
and Aloysius A. Zoltowski. 

Merrick, who was a store manager 
for the Father and Son chain for four- 
teen years, opened the Allen Park Shoe 
Store in Detroit suburb of Allen Park 
about two years ago, with a store that 


received extensive attention as an ex- 
ample of successful wartime designing 
with new materials because of short- 
ages of familiar store fixtures. 

Zoltowski, a newcomer to the shoe 
field, joined him in the Allen Park 
store later, and they recently sold out 
this store, to open the new Calerie’s in 
Detroit. 

Unusual feature of the new store, 
originally designed and opened as a 
salon type shop, with concealed stock, 
is the speedy transition now being 
made, after a few weeks’ operation, to 
open stock—reversing the trend of shoe 
store design for the past several years. 

Practical experience has proved, ac- 
cording to Merrick, that concealed stock 
layout is unwelcome in this neighbor- 
hood, which is chiefly of Polish and 
Russian origin. The customers want to 
see what they are getting, and fre- 
quently came in with the query, “Where 
are your shoes?” or “Do you just take 
orders here?” Many seemed to feel 
that the store clerk was just digging 
old shoes out of a barrel, and dis- 
trusted the product as a result. 

Result is the conversion of the store, 
even with scanty fixtures now avail- 
able, to open stock operation, where the 
customers can see all that goes on. 

Another store on the same street, 
Ray’s Boot Shop, recently converted 
from concealed to open stock operation 
for the same reason. 
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Boston Travelers Set Date 
For Semi-annual Show 


Boston, Mass.—May 5th to 9th have 


been selected by the Boston Shoe Trav- 
elers’ Association as the dates for their 
semi-annual shoe show, to be held this 
year, as in years past, at Boston’s 
Parker House. Designed to assist New 
England retailers in the selection of 
Fall styles, the showing is expected to 
attract a large number of buyers not 
only from stores in the metropolitan 
area but from the entire northeast 
as well. 

A feature of the show will be a ban- 
quet to be held at the Parker House on 
the evening of Wednesday, May 7, at 
which honor guests will be retailers 
who are associate members of the 
travelers’ organization. All plans are 
under the general direction of the as- 
sociation president, John M. Ahearn. 





NSMA Asserts General 
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have increased since 1939 to the extent 
that if leather was provided without 
cost, shoes could not be produced at 
prewar prices. If any leeway had ex- 
isted between costs and selling prices, 
shoe manufacturers already would have 
taken advantage of this leeway to re- 
duce prices for the purpose of main- 
taining and increasing pair volume. 
Rather than the few instances of price 
adjustments which have been made be- 
ing considered as establishing a pattern 
for lower prices, it should be obvious 
that the limited number of companies 
which have found it possible to make 
adjustments is proof that virtually no 
leeway exists between cost and selling 
prices. 

“No businessman wants to misguess 
or misjudge market conditions and find 
himself with goods which could have 
been bought cheaper had he postponed 
his purchases. It should be remember- 
ed, however, that to misjudge the mar- 
ket is anticipation of reductions which 
do not occur can be just as serious since 
a continuity of sales is essential in any 
business operation.” 





Demand for Heavy 
Sole Leather Increasing 


[CONTINUED FROM PAGE 82] 


style barefoot sandals for women. A 
vogue initiated last year for a sandal 
consisting essentially of an artfully 
molded heavy leather sole and several 
decorative straps across the ankle or 
instep, is expected to be much more 
prominent this year. 

In the men’s shoe industry, designers 
are taking notice of the demand for 
brogue type shoes with heavy leather 
soles. Fall lines now in preparation 
will stress such English accented shoes 
and tanners are preparing a large 
quantity of heavy sole leather needed 
for that purpose. 
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Melville Plans Extending 
Women’s Shoe Line 


[CONTINUED FROM PAGE 81] 


partment store, speaking of prices and 
possibilities of reductions, said that he 
believed that a break in the raw ma- 
terials markets would bring immediate 
cuts in shoe prices at the retail level, 
but that costs, at present, were gener- 
ally prohibitive. 

Several days following the stockhold- 
ers’ meeting, it was announced that cer- 
tain groups of Melville store’s women’s 
shoes had been cut in price in amounts 
ranging from $.67 to $2.46. 


Current unit volume, it was revealed 
at the meeting, is running 10 per cent 
behind last year with dollar volume 
approximately the same. However, this 
places unit sales some two per cent 
above expectations, Mr. Melville said. 

Mr. Melville reaffirmed the company’s 
plans to open 60 or 70 new Thom McAn 
stores on the West Coast. 

All officers of the corporation were 
re-elected at the annual board of direc- 
tors meeting, which followed the stock- 
holders’ convention, and a quarterly 
dividend of $1 per share on preferred 
stock and 40 cents per share on com- 
mon: was voted by the directors, pay- 
zble May 1, 1947. 
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Detroit Suburb Picks “Shoe Queen” 


after planning the promotion, ap- 
proached one of the weekly newspapers 
in the community with the plan. The 
paper selected, the Redford Review, 
was immediately interested. The plan, 
as subsequently carried out, was that 
through the newspaper, the girls of 
Redford would be invited to enter their 
pictures for the contest to select the 
“Most Typical American Girl of Red- 
ford.” 

From the standpoint of the Redford 
Review, the promotion had everything, 
particularly community appeal. Red- 
ford, until a few years ago, was a 
suburb of Detroit with its own govern- 
ment and a strong small town feeling. 
The larger city expanded and, after the 
fashion of most growing towns, it 
absorbed the smaller one. Redford gave 
up its legal identity, but not its com- 
munity feelings and attitude nor its 
middle class characteristics. 

With the increase of the Detroit 
population, particularly during the war 
years, the tendency of growth has been 
for new housing to be erected in the 
outlying section. This in turn has led 
to further expansion of the community 
shopping centers. 

One of the most rapid developments 
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is that of the Redford center on Grand 
River near Lasher Road where the new 
Boston store is located. Thus Boston’s 
had the advantages of an existing and 
active shopping center plus the prob- 
lems of established competition. 

Details of the contest were worked 
out with the Redford Review. It was 
felt that many girls who might wish 
to enter, might not have a recent photo- 
graph. To overcome this handicap, the 
cooperation of a local photographer was 
enlisted. He agreed to take pictures of 
the contestants as it would bring cus- 
tomers into his studio and lead to the 
building up of his own business. 

Once the contest was closed, the 
weeding-out process began. To choose 
the semi-finalists, a board of three in- 
terviewed each girl and finally chose 
eight girls on the basis of personality, 
“typical Americanism,” as well as at- 
tractive appearance. For Redford Re- 
view published photos of the girls in 
a top of the page spread, and the Red- 
ford community really went into action. 

Community voting for favorites took 
on the aspects of a heated political 
campaign with friends rooting for their 
own particular favorites and cam- 
paigning for additional votes. So close 


was the balloting that only two votes 
separated the winner from the runner- 
up. As a climax to the entire promo- 
tion, the new store held open house to 
present the semi-finalists in a shoe 
style show and to announce the winner. 
Costuming had been planned earlier 
with each of the girls so that they were 
prepared to model shoes of various 
types. 

A prepared skit, complete with pub- 
lic address system and background 
music, had been prepared. Each girl 
was introduced as she appeared, point- 
ing out in verse the type of shoe she 
was wearing to augment her costume. 

After each girl had made her appear- 
ance the announcement was made of 
the winner. 

Beverly Ann DuBey, the winner, 
received a year’s shoe wardrobe plus 
overshoes, bedroom slippers and nylon 
hose. Each of the semi-finalists also 
received an order for hosiery, over- 
shoes, and shoes. 

The winner is a young lady typical 
of the Redford district. She has lived 
there for nine and a half years, was 
a graduate of the Redford High School 
and is working as a receptionist in the 
Medical Center. 
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Announces Plans for In-Stock 
Department, New Salesmen 


HAVERHILL, Mass.—The Hannahsons 
Shoe Company here has announced 
plans for the maintenance of an in- 
stock department on evening, formal 
footwear and Summer sandals, to en- 
able the company to make shipments on 
orders of reasonable size within twenty- 
four hours. 

Also revealed is the addition of two 
new representatives to the firm’s sales 
staff: Monte Gray, of Bartlesville, 
Oklahoma, who will cover the territo- 
ries of Texas and Oklahoma; and Harry 
Berk, of Miami Beach, Florida, who 
will cover the State of Florida. 





New California Concern 
Starts Line with New Process 


Los ANGELES, CAL.—Announcing the 
creation of a different type of walking 
shoe, American Walkers, Inc., 3774 
Broadway Place, here, a new California 
concern, has combined the features of 
slip-last—a California process—and the 
method of stitchdown. This new con- 
struction process, aptly called “Slip- 
Down,” emphasizes the flexibility and 
strength that is desired in a walking 
shoe. 

Vogue Shoes, Los Angeles, have intro-_ 
duced this new line of footwear at the 
Commodore Hotel at the New York 
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shoe fair in April. The shoes will be 
shown in Fall shades in alligator calf, 
smooth calf, and suedes with calf and 
elk trim. 


Balanced Inventories 
Are a “Must” 
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card is initialed, dated, and ripped in 
two by the salesperson. The cashier 
gives the patron a receipt. The bottom 
stub becomes the property of the shoe 
office at the end of the day. The top of 
the ticket is placed in the salesman’s 
numbered envelope, which is audited in 





the Accounts Payable office. This pro- 
cedure is not only time saving but also 
eliminates possible shortages im the 
salespersons’ commissions, for they can 
check in two places, the pay office and 
the shoe office, to ascertain if the figures 
are correct. 

Mr. Stonebreaker was quick to admit 
that the paper work and constant check- 
ing he must do in preparing his reports 
consume much time and effort. “How- 
ever, it is well repaid by the information 
which I gain. It has been responsible 
for our balanced inventories. This 
means that there are virtually no slow- 
moving, undesirable, over-priced, odd 
lots of shoes in our store.” 
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About Shoe People : 


Robert D. Marsh, manager of the 
Dover, N. H., branch of the Spaulding 
Fibre Co., manufacturers of shoe 
counters, has been appointed to the 
Dover Hospital fund committee. He is 
also president of Frisbie Memorial Hos- 
pital in nearby Rochester. 

cS BS » 

Robert Bedford, recently appointed 
general credit manager of The New 
Boston Store, Chicago, was formerly 
connected with the credit department of 
Sears, Roebuck and Company as credit 
manager of the State Street and Engle- 
wood stores and with the Federal Gov- 
ernment as negotiator in the settlement 
of terminated war contracts. 

> 7 . 

J. W. Lane, formerly employed as 
assistant manager at Allen’s store in 
Houston, will manage the new store of 
Allen’s of Beaumont, Tex., which open- 
ed for business at 648 Orleans street, 
recently. The new store will handle a 
complete line of women’s shoes. 

> > o 

Leslie P. Winkler has resumed his 
former position of assistant buyer of 
women’s slippers at the J. L. Hudson 
Company, Detroit, after his discharge 
from military service. 


% 





Thomas Bradley, 81, employed in the 
Kemmerer Shoe store in Kemmerer, 
Wyoming, as salesman and assistant 
manager, boasts of having been stead- 
ily employed for more than 73 years. 
He started work in the mines in En- 
gland when eight years old, working an 
11-hour shift after walking five miles 
to work. Wages at that time were one 
shilling a day, he said, and added that 
he likes the shoe business better. 

> > 7 


Mathilde Bekgran has 
the Edna’s Shoe Salon 
8060 Second Boulevard, Detroit, 
Edna Hirsch. 


taken over 
operated at 
by 


> > > 


James Scally is in general charge of 
the current campaign of The Fifth Ave- 
nue Shoe Corporation, 217 Jackson 
Street, Lowell, Mass., to secure addi- 
tional experienced leather, kid and calf 
repairers. The company is expanding 
its facilities during this year. 

* 7 = 


Miss Betty Abramson has taken over 
active operation of the Ideal Shoe Store, 
9026 Twelfth Street, Detroit, following 
the death of her father, Harry Abram- 
son, some months ago. The store will 


continue to be operated by the family, 
with Miss Abramson as manager. 
> > 

Francis P. Murphy, vice-president 01 
the J. F. McElwain Co., shoe manufac- 
turers, of Manchester and Nashua, N. 
H., and former governor of New Hamp- 
shire, has been elected vice-president of 
the Nashua Trust Co. 

> > : 

It is reported that R. F. Macaulay. 
Coordinator of Joyce, Inc., Pasadena 
manufacturer of women’s casual shoes, 
is resigning to retire to private life. 

*» = 8 


Paul MacQuillen, former city detec- 
tive and now salesman for the Central 
Boot Shop, in San Antonio, Texas, is 
keeping one eye on a pair of boots in 
the display window. The boots are size 
14, and MacQuillen wants to see the 
man who can fill them. 

= 7 . 

Harry Stiglitz, proprietor of Stig- 
litz Quality Shop, Detroit, Mich., has 
left for few weeks vacation at Miami 
Beach, Fla., and will return sometime 
in May. 

. ~ > 

Walter T. Baker, who has operated 

a family shoe store in Dearborn, west 
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side suburb of Detroit, for the past 
twenty years, has closed his store, as 
the site is being taken over by a de- 
partment store for expansion purposes. 
Baker may return to the field later in 
a new location. 

> . > 

Announcement has been made in 

Columbus, Ohio, of the marriage of 
Mrs. Howard Bronson Lape of that city 
to Mr. Ralph Dawson Henderson, presi- 
dent and business manager of the Co- 
lumbus Citizen. Mrs. Henderson is the 
widow of Mr. Howard B. Lape, who, at 
the time of his death was vice-president 
and treasurer of the Julian-Kokenge 
Shoe Company in Columbus. 

a 7 . 


Jack Luster, recently moved to Rip- 
ley, Tenn., from Batesville, Arkansas, 
where he will open his own shoe store 
in the near future. Mr. Luster worked 
in a local shoe store in Batesville for 
the past 10 years. 

. > > 

Manny Chartoff, formerly of the IL. 
Miller’s Shoe Salon at David’s Albany, 
N. Y. women’s store, has transferred 
his special fittings services to Kohn 
Brothers, 93 North Pearl Street. Mr. 
Chartoff has been doing special fittings 
for 20 years for the leading shoe stores 
of both New York City and the upstate 
area. During the war he was stationed 
at the U. S. Military Academy at 
West Point. 

> > > 

Abraham I. Engel, a newcomer to 
shoe business, has bought out the Rose 
Shoe Company retail store at 10467 
West Jefferson Avenue in River Rouge, 
a suburb of Detroit, from Louis Rose, 
who plans to go on the road as a shoe 
traveler, covering the Michigan-Ohio- 
Indiana territory. 

-’- 7 


Frank Samborski, formerly with | 


Plizgah’s and with the Checker Shoe 
Stores, Detroit, has been named man- 
ager of the new store at 10523 West 
Jefferson Avenue in River Rouge, west 
side Detroit suburb, recently opened 
by Gabriel’s, new postwar Detroit 
chain. 
. . > 

Miguel Martinez recently opened a 
retail shoe store at 418 S. Broadway, 
Los Angeles. He will carry a complete 
line of women’s and children’s foot- 


wear, specializing in orthopedic shoes ° 


for both women and children. 
Martinez, who has long been asso- 
ciated in the retail business, was former 
partner at the Warner Shoe Store, Los 
Angeles. Before that time he was 
buyer for eleven years in the shoe de- 
partment at Kaufman Dry Goods Co., 
San Antonio, Texas. 
> 7 > 
Simon Davis recently moved to 332 
W. 54th St., Los Angeles. Davis, who 
has been in the retail shoe business 
and also in foot appliances and correc- 
tive shoes, was formerly located at 
3327 W. 54th Street. 
> > 


> 
William Olmstead has opened a new 
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There is NO PROFIT 


in Arch Supports . . 


UNLESS ... 


































| creates a customer. We do not mean 
a one-time sale; we mean a long-time 
| Customer for your store . . . for shoes 
| as well as Arch Supports. We mean a 
customer who leaves sold on your prod- 
_ uct, and returns sold on your store. 


RESULTS BUILD CUSTOMERS 


VelVa-Sole is not a one-shot PROFIT- 
sition. VelVa-Soles produce Results. . . . 
Foot Relief or a Cash Refund. And 
RESULTS sell your customer on your 


store. 


REGARDLESS 


_ of what your customer has used before, 
VelVa-Sole is not another appliance to 
be added to his collection. VelVa-Sole 
is proving to be the answer. VelVa-Sole 

| Arch Restorers are designed and built 

to cushion and support the foot, helping 
the arch to resume its normal position 
and perform its natural function. 


CUSTOMERS BUILD BUSINESS 


VelVa-Soles are soft lightweight (no 
metal) . . . flexible. VelVa-Soles are 
building a nationwide acceptance, because cus- 
tomers who have aching feet want results. 
VelVa-Soles GUARANTEE results, and RE- 
| SULTS are building business for 915 retailers. 
The same customers who buy VelVa-Soles, buy 
| shoes. They leave, properly fitted with VelVa- 
Soles. They return, SOLD on the store. 


EL VA"“.JIOLE 


ARCH RESTORERS 
VELVA-SOLE CORPORATION 1211 Stevens Building, 17 N. State St., Chicago 2, lilincis 


Patent Pending U. S. A 





ere 





for complete informa- 
tion on a VelVa-Sole Franchise 
for your city. The VelVa-Sole 
Guarantee protects you, your 
good will, and your customer. 











store at 518 Whittier Blvd., Montebello, 1413 Acushnet Ave., New Bedford, 

Calif. Olmstead, former buyer for May Mass., featuring footwear for men and 

Company, Denver, will carry all na- boys. 

tionally advertised footwear for the ae 

entire family. Paul Tenzer has opened an office at 
> fie, 603 Griswold Building, Detroit, under 

the name of Variety Enterprises, to 

dent of the women’s shoe chain, Ber- represent the Franklin and Acme shoe 

land Shoe Stores, Inc., recently was lines in the Michigan territory. 

named chairman of the shoe group in cm 6 

the trades and industries division of : 

the 1947 Jewish Welfare Fund Cam- een Seton, pesretes 9 

—- Street, Rochester, N. H., has been 

elected as a new member of the Mer- 

chants’ Bureau of the Rochester Cham- 

ber of Commerce. 


IL M. Kay, St. Louis, who is presi- 


Harvey Mellion and Roger Lienard 
have opened a new retail shoe store at 


7 





+ Nibiditils lly 
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and 


THEY'RE 
¢ LONGER 


STRONG 
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ADRIAN 
“SPECIAL” 


offers many outstanding features— 


’ V V V three ray Selektor Control 

: V V V lower, wider step—30%, wider 
V V V air cooled tube 
V V V Dynamikore power unit 


but most important, the “SPECIAL” 
has a clearer, brighter picture show- 
ing more of the foot in the shoe, plus 
distinct tissue outline. 


Our new catalog explains why the 
“SPECIAL” is the finest in X-Ray shoe 
fitting equipment. 


Write today — ne obligation. 
Lester Agencies, Toronto 





Finished or unfinished, they're 
chrome tanned for long wear. Easy 
to work, hold stitches firmly, fiex- 
ible and comfortable under foot. 
Used by leading manufacturers 
of casuals, athletic shoes, wo- 
men's street and dress shoes, 
children’s shoes and slippers. 


in Canada: 


m. B. ADRIAN **"S.- a | 


X-RAY omen aw, mf 





X-Ray Shae Fitting 


fr oe j 
C/24GiNGto7A G4 
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John Flynn & Sons, Inc. 





2507 S. HOWELL AVE MILWAUKEE 7, WIS SALEM MASSACHUSETTS 





Mr. Goodman employed modern fix- 
tures and decoration, yet managed to 
retain a feeling of solid establishment, 
which his experience supported. Rose 
colored walls border the shadow boxes 
and the grooved panel-board siding, 
while the print design at the rear, con- 
cealing the stock storeroom, lends an 
almost homelike air to the general sub- 
dued modernity. Fluorescent and spot 
illumination is well spaced on the Celo- 
tex ceiling. 

The exterior facade of the store shows 
a large, prominent signature of raised 
letters and full vision, rectangular win- 
dows, with inset entrance. 

Mr. Goodman, his wife and a sales- 
man operate the business. 





Steel-Spring Heels Promised 
For Britain’s Beauties 


New YorkK—On May 5th, Spring will 
be interpreted literally in a revolution- 
ary women’s shoe at the British Indus- 
tries Fair in London and Birmingham, 
when an ultra-smart model with a steel, 
tubular-spring heel will be shown for 
the first time, it has been announced. 

It is claimed that the spring heel will 





Twelve thousand dollars expended on a complete renovation resulted in the 
modern attractive family shoe store shown above. The shop measures 55 feet 
deep and 20 wide, within which is a seating capacity of 24 persons. 





JAMAICA, LONG ISLAND — After 16 
years in the same location, 149-16 Ja- 
maica avenue, Harry Goodman, owner 
and operator of “Harry’s Shoe Shop,” 
decided that the times and situation 
demanded a face-lifting for his store. 


98 


Since September, 1946, when the re- 
modeling was completed, business has 
risen about 20 per cent in dollar vol- 
ume, and Mr. Goodman expects to pay 
for his $12,000 outlay by the end of 
1948. 


“make a jaunt to market like walking 
on air,” “make the women who wear 
them feel buoyant as a spring lamb,” 
“give a spring to every step” etc. The 
steel heel, it is said, can be fitted to any 
type of leather or fabric model. 
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Let 


Us ewdhankciawass Berren VALvE Build BIGGER CHILDREN’S VOLUME 





Trade Mark Pending 








Sizes: 8/,-12, 2-3, $2.40. 
Regular Half Sizes 

All Leather Sondals, Leather 
teed, Leather Insole, Leather 


All Eik Leather, Unlined > 
dals, Retan 7 “— 
Colors: Brown 

Sizes 5-8, $1 i$. ont. ba 78. 
124-3, $1.75 

Regulor as Sizes. 


Regular Half Sizes. 


For You... 


Child's and Misses’ 
Brown and White 
All Leather, Saddle 
Oxford. 


Sizes: 8/s-12, 1244-3, 
Regular Half Sizes. 
Price: $2.45 net 
Leather insole, Full 
leather lin 


quorter - 
ing, Panolene Sole 


GERDA FOOTWEAR CO., INC. 


158 Duane St.. New York 13, N. Y. 











Based on the belief that children like plenty of room to move around in, the 
new children's department of Roliman's has only two relatively small displey tables 
in this large area. Diagonal stripes add a gay note. 


CINCINNATI—Rollman’s recently un- 
veiled its new children’s shoe depart- 
ment, an integral part of the store’s 
new third floor Children’s Center. 

The department opening marked the 
complete separation of the women’s 
and children’s shoe sections, women’s 
shoes remaining on another floor. 


May |, 1947 


Designed by Frank Nye, eminent 
store planning architect, the new de- 
partment reflects the expert blending 
of functionalism and beauty. Indirect- 
lighted picture frame type display 
cabinets add interest to the wall pat- 
tern of diagonally-striped Weltex-fin- 
ished naturally and green panels. 


Rollman’s Children’s shoe buyer is 
Gus Cohen. 


Shoe Store Publishes 
Shopping News 


New York—Sharoff’s shoe store, at 
180 Myrtle Avenue, Brooklyn, is not 
waiting for customers, but is going 
after them directly with a two-page 
bulletin, “Sharoff’s Shopping News,” 
sent monthly to a 1,262 family mailing 
list. Publication began in January, it 
was revealed. 

The first page of the “Shopping 
News” is made up of three columns: 
“Our Story,” an expression of the 
Family Store’s aim and services; “Un- 
der the El,” a smattering of news items 
along the avenue; and “Shoes Through 
the Ages,” a shoe history continued 
from month to month. There is also 
an illustrated “Shoe Oddities” insert. 
The second page is devoted to the 
storie’s specials in seasonal styles. 

Lawrence Krasnoff, son of owner 
Isador Krasnoff, collects and writes the 
material for the publication, and also 
prints it on his own mimeograph. Al- 
though as Mr. Krasnoff says, it is diffi- 
cult to determine accurately the effec- 
tiveness of such a promotion, the sales 
of the “specials” have definitely in- 
creased. The specific target of the pro- 
motion, Mr. Krasnoff said, is the near- 
by Fort Green Housing project. 











WORK SHOES 


PILOT 
Work Shoes 


At New Low Prices 


immediate Delivery from Steck 
Gay quantity —any size runs 
Brown, Plump, Smooth Split Leather 
Uppers 
“Armortred Cord Wear,” One Piece 
Molded Rubber Sole and Welting 


® Nailed Construction 
Reinforced At All Points of Wear 


Sh art ei, 8 
The 
PILOT SHOE CO. 


31 Hopkins Plece 
Baltimore 1, Md. 





MISSES' SHOES 


RAMPAGERS 


in Red Elk, White Elk and Black Suede 


$20 












N Widths 
- 814, M Widths 


18 or 36 pair lots 
ELKIND BROS. 


Sizes 51, -9 
ay 5 





78 Reade Street New York 7, N. Y. 











Obituaries 


Frank B. McKelvy 


CLEVELAND, O.—Frank B. McKelvy, 
53, shoe salesman for the Davidson- 
Fortune division of General Shoe Cor- 
poration in Ohio and Michigan, died 
here April 15th at Lakeside Hospital. 

A charter and board member of the 
Ohio Shoe Travelers Club, “Mac” Mc- 
Kelvy represented Davidson-Fortune 
since 1934, and prior to that the H. C. 
Codman Shoe Company, of Columbus. 
A member, also, of the Michigan Shoe 
Travelers Association, he was known 
widely and affectionately in Ohio and 
Michigan. 

Mr. McKelvy was buried in Milan, 
Tenn., where he was born. 

He is survived by his widow, Sarah, 
a daughter and two sons. 





Fred E. Foster 


New York — Fred E. Foster, 59, 
president for some 20 years of the Rich- 
ard Young Company, here, and a direc- 
tor from 1937 to 1945 of the Tanners 
Council of America, died at his home 
in Manhasset, Long Island, April 16th. 

Mr. Foster resigned the presidency 
of the Richard Young Company early 
this year due to ill health. For 38 
years he was associated with the com- 
pany, which owns the Youngco Leather 
Company, Wilmington, Delaware. He 
also served the Tanners Council of 
America as chairman of the Fancy 
Leather Division for several years. He 
graduated from Dartmouth College in 
1907. 

Mr. Foster is survived by a widow, 
a daughter and a son. 


Hugh Doyle 

Boston, Mass.—Hugh Doyle, 67, a 
shoe salesman for 45 years for leading 
shoe factories in the Brockton, Mass., 








HUGH DOYLE 


district, and for the past 18 a repre- 
sentative of Charles A. Easton Com- 
pany, died here recently. 


Mr. Doyle was a member of a family 
of shoe men. His brother, Albert Doyle, 
is one of the best known figures on 
Boston’s South Shore. 

He is survived by his widow, four 
daughters, one son, eight grandchildren, 
and two brothers, Albert and Robert 
Doyle. 


A. N. Blake 


New YorK—A. N. (Bert) Blake, 76, 
a life-long member of the shoe industry, 
died here recently at the Beekman 
Street hospital. At the time of his 
death Mr. Blake was buyer for Powell 
& Campbell, a wholesale firm here. He 
lived at the John Murray House, 220 
Madison Avenue. 

For many years engaged in shoe 
manufacture with the Blake & Watson 
Shoe Company, in Lynn, Mass., he was 
later employed by Sears & Roebuck 
as buyer, and by Devine & Yungels, in 
Harrisburg, Pa. 

He was buried at Danvers, Mass., 
near the place of his birth. He is sur- 
vived by his widow, Marney, and a 
daughter. 


—_—_—_—_ 


W. A. Howard 


Str. Louis, Mo.—W. A. (Buck) How- 
ard, approximately 70 years old, died 
recently at a Nashville, Tenn., hospital 
of a kidney ailment after about 40 
years serving the shoe industry as a 
salesman in the southeastern part of 
the United States. 

He had represented the Hamilton 
Scheu and Walsh Shoe Co., St. Louis, 
since 1941. Prior to that time he had 
represented Laird-Schober Co., Elko 
Co. and other manufacturers. 

Mr. Howard was one of the best 
known shoe salesmen in the South and 
was a familiar figure to shoe buyers 
in the Carolinas, Georgia, Florida, Ten- 
nessee and Alabama. He is survived 
by two daughters. The deceased made 
his home in Columbia, Tenn. 


Christian Ludebuehl 


PITTSBURGH — Christian Ludebuehl, 
head of P. Ludebuehl & Sons, retail 
shoe firm here, established 80 years ago 
by his father, Peter Ludebuehl, died 
March 20th, at a birthday party for a 
friend. 

Mr. Ludebuehl was a past president 
of the Pittsburgh Shoe Retailers Asso- 
ciation and the Pennsylvania Shoe Re- 
tailers Association (now M.A.S.R.A.) 
and an ex-secretary-treasurer of the 
National Shoe Retailers Association. 

Two sons, George L. and Albert C., 
will continue to operate the shoe busi- 
ness. 
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SHOE DISPLAY MAGIC 


30 ITEMS 





No. 166A — SHOE STAND 


Handsome basic unit for shoe dis- 


plays. Adjustable 7 inch top, % 
inch round stem, needle-type shoe 
grippers. Heights: 9, 12, 15, and 
18 inches. 

PRICE (all heights) ——— 


Gillman Plastic Fixtures 


made in our own factory 
503 N. !2th St., Dept. B, St. Louis 1, Mo. 











WEEJUNS 


Production is rising — but so is the 

demand for Bass footwear... Sorry 

but present accounts still come first. 
New York Office: 658 Marbridge Building 


FOOTWEAR 
WILTON, MAINE 
Moccasins, Ski Boots, Quail Hunters 
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Funeral Services Held 
For H. C. Freeman 


Be.orr, Wis.—H. C. Freeman, 60, co- 
partner with his brother, R. E. Free- 
man, founder of the Freeman Shoe 
Corporation, was buried in the Thabor 





H. C. FREEMAN 


cemetery here on April 10, after funer- 
al services had been held at the family 
home at 1754 Sherwood drive. Mr. Free- 
man died in St. Anthony’s hospital in 
St. Petersburg, Fla., after a short ill- 
ness. 

Mr. Freeman was born in Davison, 
Michigan. At the age of 14 he went 
with his brother to Milwaukee, where 
they found employment in a shoe manu- 
facturing firm. Working there until 
1914 in supervisory and executive ca- 
pacities he went to Tomahawk, Wis., 
where he organized and operated the 
Tomahawk Shoe Company shortly after 
his marriage to Nell Louis Hermon, of 
Marinette, Wis. In 1921, he came to 
Beloit to establish the Freeman Shoe 
Company with his brother. 

At the time of his death he was the 
vice-chairman of the corporation’s 
board of directors. He was also a di- 
rector of the National Shoe Manufac- 
turers Association, a member of the 
Board of directors of the Beloit State 
bank, chairman of the Beloit municipal 
hospital board. 


Edgar M. Scattergood 

PHILADELPHIA — Edgar M. Scatter- 
good, who had been sales representa- 
tive for Gerberich-Payne Shoe Com- 
pany in metropolitan Philadelphia and 
Southern New Jersey since 1931, died 
April 2 at his home here. He was well 
known in the trade throughout this 
area. 

Before joining Gerberich-Payne, Mr. 
Scattergood was associated with Louis 
Marks Shoes, who operated a chain of 
stores in Philadelphia. Prior to that he 
had been a buyer for DeCou Brothers 
and still earlier was an officer of George 
H. West Shoe Company. 

Mr. Scattergood was active in shoe 
trade association work and at one time 
served as president of the Philadelphia 
Shoe Travelers’ Association. 


NOT WANTED! 


CUT PRICE STORES! 
JOBBERS + WHOLESALERS! 
NATIONAL CHAIN STORES! 


WANTED: 
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7 

| 

7 

; 

+ 

1 Limited number of progressive 
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: DEPARTMENT STORE 

| SHOE DEPARTMENTS and 
| SPECIALTY SHOE STORES 
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' 
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EXCLUSIVE! 


A few retail territory franchises are still 
available for EXCLUSIVE DEPART- 
MENT STORE SHOE DEPART- 
MENTS and SPECIALTY SHOE 
STORE distribution of the world-famous 
IRVING JAFFEE “OLYMPIC CHAM- 
PION” Ice Skate and Shoe Outfit line 
for children and adults. This trade- 
marked line, with exclusive patented 
features, is manufactured by a century- 
old organization . . . the world’s largest 
producers of skating outfits. It is fea- 
tured ... on an EXCLUSIVE BASIS 
. .. by hundreds of leading shoe depart- 
ments . . . backed up by our consistent 
advertising, promotion and merchan- 
dising. 


PROFIT STORY! 


This is a profit “wrap-up” ... a sure- 
fire volume in all-family gift and play- 
shoe sales. Progressive shoe merchan- 
disers are finding that “OLYMPIC 
CHAMPION” spells added profits . . . 
even far outselling toy and sporting 
goods departments in annual volume. 
Ice-skate users are your regular shoe 
customers. With “OLYMPIC CHAM- 
PION” you can give them better value, 
better quality, better fit, and other shoe 
services. No widths, no half-sizes head- 
aches . . . just quick-sale profits like 
your slipper business! 


MERCHANDISING SCOOP! 


Here's a tie-up fer YOUR STORE, ex- 
clusively . . . with the 1948 WINTER 
OLYMPIC GAMES .. . by featuring 
“OLYMPIC CHAMPION” skates .. . 
designed and used by the greatest Olym- 
pic Champion skater. 


For further information on availability 
of the IRVING JAFFEE “OLYMPIC 
CHAMPION” franchise in your city, 


contact 


OLYMPIC CHAMPION 
ICE SKATE CO. 


WARE, MASS. 


New York Office: HOTEL BRESLIN 
B’WAY at 29th, NEW YORK 1, WN. Y. 
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FOOT SOCKS 











LYCO Foot Socks 





Snug Fit 
Prevents Irritation 
Protects Hose 
GRADES: *Celanese Rayon ...$2.75 per don. pairs 
Quality Couon ... 1.80 per due. pairs 
“nee. U.S. Pat. Office 


SIZES: 8% te 

PACKING: sedividual deren also Colorful 
and attractive COUNTER DISPLAY. (as Mesrated 
above, 6 dozen assorted. sizes 8% to 11). 

Write for Samples also HOSIERY FORM information. 


LYONS & COMPANY 


Quality Shoe Store Supplies Since 1900 








120 DUANE STREET NEW YORK 7, N. Y. 
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NURSES’ SHOES 














Nurses’ Oxfords 
Genuine Goodyear Welt, White Elk, 
White Neolite Sole. 





Sizes 4 to 9—Widths: AA, A, B, C 
ELKIND BROS. 








78 Reade Street, New York 7, N. Y. 











MEN'S SHOES 





WL BouGLAS FSHOE CO.. 


New York Odices, 506-510 Marbridge Bidg . New York 1.N_Y 
‘West Coast Offices, 401-402 Mass Bidg.. Lo» Angeles 14, Cali 











Financial 
Statements 


—_———_ 


Hussco Shoe Company Shows 
Heavy Sales Increase in °47 


New York—Hussco Shoe Company’s 
average sales showed an increase of 
67% per cent in the quarter ending 
March 31. This firm, one of the largest 
producers of moccasins reports that 
in December, sales increased by 60 per 
cent, in January by 79 per cent, in 
February by 35 per cent and in March 
by 96 per cent. 

William Manowitz, secretary-treas- 
urer of the Hussco Shoe Company, 
attributes this sales record to the fol- 
lowing fundamental factors: 1) Sound 
value offered at popular prices, which 
are maintained, irrespective of erratic 
costs. 2) large-scale national advertis- 
ing of their trade-marked moccasin 
“Huskies,” and 3) increasing consumer 
demand for branded merchandise. 

Mr. Manowitz emphasized that the 
workers in their Honesdale, Pa., fac- 
tories are impressed with the constant 
need for turning out quality. The 
presence of a brand name on every shoe 
makes quality pre-requisite, he said. 





Monsanto Plans 70 Million 


For New Facilities 


St. Louis, Mo.—Construction involv- 
ing $50,000,000 for new facilities cent- 
ered on the production of new postwar 
products is in the engineering and 
planning stages and more than $22,- 
000,000 in construction is already under 
way at Monsanto Chemical Company, 
board chairman Edgar M. Queeny told 
the annual stockholders meeting today. 

Speaking in the new central office 
building which is nearing completion at 
the John F. Queeny plant here, Queeny 
said that the largest portion of the 
postwar program consists of facilities 
for products which are either wholly 
new or relatively new to the company. 
“Only a small amount,” he explained, 
“represents additional plants for our 
old line products except as they form 
raw materials for newer ones.” 





J. C. Penney Doubles 
Profit in 1946 


New YorK—A net profit of $35,494,- 
565.35 for 1946, as compared with $17,- 
367,825.56 for the previous year, was 
announced in the recently published 
annual report to stockholders of the 
J. C. Penney Company, of Delaware. 
The doubling of profit was more than 
proportional to the increase in sales, 
which reached a record $676,570,117.03 
over 1945’s $549,149,147.67. This vol- 
ume represents 1,601 stores. 
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DISPLAYERS 








CRYSTAL CLEAR 


” Lucite” 
SHOE STANDS 















HECHT FIXTURE CO. 





212 S. Franklin St., Chicago 6 | 











WHEN YOU 






THINK OF ENGINEERS 
BOOTS 
THINK OF 


SERVICE 


17-inch Engineers’ 


RIDING Boots. 


Brown elk uppers. Leather 
outsoles. Solid leather 
heel. Goodyear weit. 


6-12. D Width 


$8.95 













leothercrafters Since 1 
120 East 16th Street, New York 3, N.Y. 

















Buy Savings Bonds 
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News of the Salesmicnt did Suyplis 


Shoe Men Set Record Goal in Fund Drive 





Members of the shoe industry who set a record $1,000,000 goal for the trade's 
1947 campaign in behalf of the United Jewish Appeal of Greater New York. Seat- 
ed, left to right, are: Ronnie Mermelstein, David Cohen, Louis Fried, Philip Sobel; 
the three chairmen—Benjamin Schwartz, Benjamin Kellner and Morris Arnoff; and 


Julius Shapiro and Sol Low. 


Standing, left to right, are: Arthur Samueis, James Birnbaum, Ralph Kirsch, Charies 
Rockmore, Edward Farian, Lester Pincus and Monroe Geller. 


New YorK—A record goal of $1,000,- 
000 was set by the shoe industry for its 
1947 campaign in behalf of the United 
Jewish Appeal of Greater New York 
at a meeting attended by top trade 
leaders at the McAlpin Hotel, recently. 

The goal more than doubles last 
year’s quota of $450,000, and keeps 
pace with the increased city-wide 
objective of $65,000,000. The funds will 
be used by agencies engaged in over- 
seas relief, rehabilitation, reconstruc- 
tion and resettlement work, and the 
protection of human rights. 

Named at the meeting as chairman 


of the Shoe and Allied Trades Division 
of UJA for the forthcoming campaign 
are Morris Arnoff, of Morris Arnoff 
Shoe Co., Benjamin Kellner, of Kitty 
Kelly Shoes, and Benjamin Schwartz, of 
Schwartz & Benjamin, Inc. Max L. 
Friedman, last year’s chairman, ac- 
cepted the pest of honorary chairman. 
One of the important plans announc- 
ed at the meeting was the decision to 
hold the dinner which will highlight 
the drive on Thursday, May 20, at the 
Hotel Plaza. Former Gov. Herbert H. 
Lehman, a chairman of the city-wide 
campaign, will be the guest speaker. 





Named Salesman for 
Winthrop in Southeast 


St. Louis, Mo.—Terry Harper of Ft. 
Meyer, Florida, a salesman well-known 
in the southeastern states, has been 
named to represent the Winthrop Divi- 
sion of International Shoe Co. in Flor- 
ida, Georgia and South Carolina, replac- 
ing Jack Kenney, who has moved to the 
St. Louis headquarters of Winthrop. 

A former resident of High Point, 
N. C., Mr. Harper has had over a quar- 
ter century experience in the shoe busi- 
ness. He formerly represented Fior- 
sheim and Freeman. 


Made New York Sales 
Representative 


Boston, Mass.—Theodore Seidelman 
has recently assumed the position of 
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sales representative for the Gold Seal 
Rubber Company, here, distributors of 
rubber and tennis footwear, in the New 
York City territory. Mr. Seidelman is 
located at 976 Tiffany Street, New 
York City. “/ 


Made East Coast Sales 
Representative 


MINNEAPOLIS, MINN.—Sam Goldes is 
now representing The Bloom-Ease 
Company, this city, manufacturers of 
“Romps” play shoes and “Bloom-Ease” 
slippers, it has been announced. Mr. 
Goldes will be sales representative for 
New York, the Eastern Seaboard as 
far south as Virginia and the New 
England States. 

He will maintain office and display 
rooms in the Marbridge Building. 


Join Sales Staff 
Of Hamilton-Scheu-Walsh 


St. Louts, Mo.—Fred Rasmussen for 
the past nine years associated with the 
Nettleton Shoe Company, in charge of 
their women’s division, has joined the 
sales forces of Hamilton-Scheu-Walsh, 
it has been announced. Mr. Rasmus- 
sen will cover western New York 
State, Pennsylvania, part of Ohio, 
Michigan, West Virginia and Virginia. 





FRED RASMUSSEN 


Mr. Rasmussen has been associated 
with H. & S. Pogue Company of Cin- 
cinnati as buyer and manager of their 
shoe department. Later he spent three 
years with the Stetson Shoe Company 
before joining the Nettleton organiza- 
tion. 

Concurrently, Clyde Martin, vice- 
president and sales manager of Hamil- 
ton-Scheu-Walsh Shoe Company, has 
announced that Milton Keach, son- 





MILTON KEACH 


in-law of W. A. (Buck) Howard, will 
succeed Mr. Howard in the southeastern 
[TURN TO NEXT PAGE, PLEASE] 








Named Sales Representatives 


For British Products 


New York—Albcrt and Charles Sea- 
son, who since 1944 have conducted an 
exclusive men’s shoe, clothing and 
haberdashery business at 697 Madison 





ALBERT SEASON 


Avenue, selling imported and domestic 
shoes, have recently announced their 
appointment as American sales repre- 
sentatives for the entire shoe industry 
for Furmoto Chemical Company of 
London, England, manufacturers of 
shoe dressings and of Philips Patents, 
Ltd., manufacturers of military soles 
and heels, and stick-on soles and heels 
for women. The Phillips representation 
is for retail stores, and the repair 
trade only. 

The retail shop, conducted under the 
name of Dolan & Season, Ltd., a lineal 
descendent of the old Fortnum & 
Mason shoe department, which was so 
well-known for its operation in English 
shoes and accessories, now sells at re- 
tail, English and French shoes, and 
English and domestic haberdashery 
and clothing. Working with the old 

[TURN TO PAGE 108, PLEASE] 





Eight Men Added to 
Groves Sales Force 


Cuicaco, Itt.—Eight new men have 
been added to the sales force of Groves 
Shoe Company and Groves Shoemakers, 
Inc., manufacturers and distributors of 
casuals and slippers. 

These additional men have been 
brought in for a readjustment of ter- 
ritories, which will give dealers more 
frequent calls and provide a broader 
distribution throughout the country. 

The new men and their territories 
are: Hank Albright, Ohio; Hubert 
Brown, North Carolina and Virginia; 
Harry Greenfield, Chicago; Vernon 
Potter, St. Louis office, Eastern Mis- 
souri, Southern Illinois; M. V. Price, 
Kansas and Western Missouri; L. N. 
Wade, Alabama and Mississippi; J. D. 
Windham, Kentucky and Tennessee; 
Gregory Wilde, Northern Illinois. 
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Appointed Indiana Salesman 


For General Shoe 


INDIANAPOLIS, IND. — Edward D. 
Sharp has been appointed Indiana sales 
representative by the General Shoe 
Corporation for the “Story-Book” divi- 
sion. 

Before entering the shoe business, 
Sharp had been associated with the 
American Red Cross, where he served 
that organization since 1937. 





Rosen Resigns Frank Bros. 
Post to Join Dorina, Inc. 


New York. — Fred S. Rosen, for 
more than three years secretary of 
Frank Bros., Inc., Fifth Avenue shoe 
specialty shop, has announced his resig- 
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FRED S. ROSEN 


nation from the firm, as of May 1, to 
become salesmanager and stylist of 
Dorina, Inc. 

Dorina, Inc., is located at 780 East 
134th Street, Bronx, and is a _ sub- 
sidiary of Cangemi, Inc., members of 
the Guild of Better Shoe Manufactur- 
ers. 

Mr. Rosen became associated with 
Frank Bros., as vice-president and sec- 
retary, but relinquished the former po- 
sition when Melvin C. Livers, son of 
Arthur Livers, president, joined the 
firm as vice-president. 

No successor to Mr. Rosen has as yet 
been made known. 


Joyce, Inc., Announces Elec- 
tion of Five Vice-Presidents 


PASADENA, CaAL.—William H. Joyce, 
Jr., has announced the election of five 
new vice presidents of Joyce, Inc., 
manufacturers of women’s casual shoes. 

They are: Faie Joyce, vice-presi- 
dent, head of design; Frank N. Baker, 
vice-president in charge of eastern op- 
erations; L. B. Eastman, vice-president 
in charge of sales; George Ford, vice- 
president in charge of production; 
Thomas H. Joyce, vice-president in 
charge of legal and foreign depart- 
ments. 





Britain’s Shoe Manufacturers 
Face Night-Shift Operation 


LonDON — Footwear manufacturers 
in Great Britain are now faced with the 
prospect of re-organizing their 
work to involve night-shift operation, 
in an effort to avoid complete shut- 
down and to co-operate with the Gov- 
ernment, in their demand for a spread- 
over of electrical power. 

Whether the footwear industry can 
adopt this policy and whether workers 
will co-operate, remains to be deter- 
mined, but there is at present a Gov- 
ernment proposal for night-shift work- 
ing and a trade union proposal for 
double-day shift working. 





Returns from European 


Inspection 

CAMBRIDGE, Mass.—Hans Krotfo, 1st 
vice-president of the Cambridge 
Rubber Company, here, recently disem- 
barked from an inspection trip in Eur- 
ope, where he obtained valuable infor- 
mation about new products now in 
process in European designers’ studios, 
laboratories and factories. 

Many of his discoveries, he reports, 
are entirely new to the American con- 
sumer. “It was a very interesting trip,” 





HANS KROTO 


Mr. Kroto said, “and I have brought 
back many new ideas which will in the 
near future be seen in our company’s 
new styling and construction develop- 
ment in rubber footwear, casual foot- 
wear, and slippers.” 





Join Hamilton-Scheu-Walsh 
[CONTINUED FROM PAGE 103] 


territory. Mr. Howard died at his 
home in Tennessee on April 4, 1947. 
Mr. Keach will carry the entire line 
of Penaljo Shoes in the states of Flor- 
ida, Georgia, North and South Carolina. 
After graduating from the Univer- 
sity of Illinois, Mr. Keach joined the 
Armed Services as a 2nd Lieutenant; 
he was associated with Patton’s Third 
Army in Europe and at the time of 
discharge was a full Colonel. 
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PLASTIC SHOE FORMS 








Ledies', misses’, children's, infants’ — fiesh 
color only, ye *® heel nal heights ond 9 sizes — 
Immedicte delivery. ae. also 
sre mel FORM Yetonls ond ndings 


You are cordially invited to visit our 
exbibit at the 


LYONS & COMPANY 
120 Duane St., New York 7, N. Y. 
QUALITY SHOE STORE SUPPLIES SINCE 1900 














FOOT APPLIANCES 








egu- 
lar $30.00) = 
leather top and bet- 
tom. ‘deat for all 


age Quiek 
sales and big profits. , 4 complete io t rubber parts 
fer arch supports and shoe corrections. Write catalog. 


A. L. SCHENK ORTHOPEDIC LAB. 
1024 W. 7th St. Los Angeles 14, Calif. 
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PRICE TICKETS 
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Great Little Time Savers 


PRICE TICEETS: Size 12” wide, 
24%,” high: prices 25¢ to $12.00. 
Cardboard white, prices black. color 
designs .. . choice of Green, Blue, 
Orange. Brown. Lavender. Samples 
on request. 30¢ a doz. 12 doz. 
$3.00. 


MERCHANTS SERVICE DEPT. 
#209 S. State St., Chicago, Ml. 








Buy Savings Bonds 
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Made Sales Manager 
Of Sherry Shoemakers 
Boston, Mass.—E. C. Alperin, or- 


ganizer and head of Sherry Shoemak- 
of this city, 


ers, Inc., announces the 





JACK RAPPAPORT 


appointment as sales manager of Jack 
Rappaport, who recently resigned as 
head of the Specialties Division of the 
A. Sandler Company. 

Mr. Rappaport, who has been suc- 
cessfully engaged in both the retailing 
and manufacturing sectors of the shoe 
industry for the last twenty years, is 
now in complete charge of marketing 
operations throughout the country for 
Sherry Shoemakers. 





Douglas Appoints 
Indiana Salesman 


BrRocKTON, Mass.—The appointment 
of Edward K. Mayfield, 315 East Sev- 
enth Street, Auburn, Indiana, as sales- 
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EDWARD K. MAYFIELD 


man in charge of the State of Indiana, 
has been announced by the W. L. Doug- 
las Shoe Company, here. 

Mr. Mayfield is a resident of Indiana 
and formerly traveled throughout this 
state for a nationally known rubber 
footwear company. He is married and 
resides with his wife and child at the 


| 
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| above-mentioned address. 
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TENNIS SHOES 
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FIRST QUALITY 
FRESH 1947 MERCHANDISE 


New Low Prices 


Heavy Canvas Uppers 
No Mark Rubber Soles 





— 















Colors: 
Black- 
Brown 


Boys’ 242-6 
Youths’ 11-2 
Men's 6-12 


OXFORDS 


White 
Men's 6-11 
$1.37, 


Misses’ 1242-3 $1.25 per pair 
Women's 342-9 1.30 per pair 


Packed 24 assorted pairs to case 
Terms: 1% 10 days Net 30 


CONJOR SHOE CO. 


287 Broadway New York 7, WN. Y. 
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WORK SHOES 
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Men's Steel Toe Safety Shoes 
Men's Popular Priced Work Shoes 


Union Made 


GOODWILL SHOE COMPANY 
hollistoa, Messechesetts 
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OFFICE COATS 
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OFFICE COATS 


Office and Shop Coats in All Fabrics 
and Colors. 











Also American Legion and Auxiliary Uniforms. 


HARRY L. DU BRIN UNIFORM CO. 
148 E. 33 St., Le 2-7052, N.Y. 16, N.Y, 


Buy Savings Bonds 


105 


























wey 


HAITI SANDALS | 


Fascinating, Captivating, Exciting | 















For Completiag 
Feminine Easembies 
Now la Vogue 

Lot B-405!, Natural Sisal 

Lot B-4053, Red Sisal 

Lot B-4054, Green Sisal 
Lot B-4055, Brown Sisal 
Lot B-4057, Yellow Sisal 


$4.55 pr. Net FOB BALT. 
Women's Sizes 3-8. Each Pair Boxed 


P. H. VOLK & Company 


2-4 W. Lombard St. Baltimore 1, Md. 
importers & Distributors 





SHOE CLEANERS 











SENSATIONAL 


White Dry Shoe Cleaner 





Cost, $1.85 Dz. — $19.20 Gr. 


ORDER FROM YOUR JOBBER | 
OR DIRECT FROM FACTORY 


sk M. i Inc. 


Ave., 

















Buy Savings Bonds 
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Made Art Director 
Of Ad Agency 


Boston, Mass.—The J. M. Reilly 
Company advertising agency here, has 
announced the appointment of Fred- 





F. H. LARRABEE 


erick H. Larrabee as art director. 
Mr. Larrabee, a native New Eng- 
lander, has been associated with several 
leading New England agencies. He 
also has had considerable experience 
with prominent New York City retail 
stores as a specialist in display and 
merchandising of branded apparel. 





General Shoe Announces 
New Women’s Line 


NASHVILLE, TENN. — General Shoe 
Corporation, here, has announced the 
formation of a new women’s division, 
the Beilwood Shoe Company. This sell- 
ing unit has been created to distribute 
a new line of nationally advertised 
women’s style and street shoes. 

In discussing the new division, it was 
stated that the shoes would be predomi- 
nantly of Compo cement construction, 
featuring all heel heights, with empha- 
sis on the type of design that gives 
both the style and serviceability re- 
quired by busy women of today. In 
addition, the line will include a few 
carefully selected welt, slip lasted, and 
littleway patterns to give the progres- 
sive retailer the opportunity of cover- 
ing his total requirements in his price 
field with these shoes alone. A com- 
plete variation of colors and leathers 
round out a very salable setup. 

Behind this new division, General 
Shoe is not only placing the full power 
of its manufacturing and material com- 
mitments but has arranged a national 
advertising campaign with concentrated 
local appeal to merchandise and pro- 
mote the trade name, “Valentine.” 
Ruthrauff & Ryan has been chosen as 
the advertising agency to handle this 
expanding program. 

The line was exhibited for the 
first time at the National Shoe Fair in 
New York, at the New Yorker Hotel. 
The first season’s production will be 
placed with a few selected accounts 
throughout the country. 
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SANDALS 
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SMOOTH ELK LEATHER 
Retan Leather 









No. 850 
Colors: BROWN, RED, WHITE 
Sizes: 5-12 $1.65 — 12'/-3 $1.75 


el en ay Rady «By eee 


Brown Soles. 

Sizes: 5-12 $1.55 — 12-3 $1.45 
Packed 3% poirs to case 
Minimum Orders—!8 pairs 
Terms: Net 10 deys F.0.8. N. Y. 
ALLIED FOOTWEAR CO. 
154 Duane Street New York 13, N. Y. 

















ENGINEERS’ BOOTS 








ENGINEERS’ BOOTS 
at New Low Prices 


$9.75 “mr 


Brown 17” Boot 





SHOE CO., INC., 101 DUANE ST., N. Y. C. 

















Resigns to Assume 
Newly Created Position 


New York—The resignation of Mil- 
ton Goldberg as vice-president and 
merchandising manager for A. S. Beck 
Shoe Co., to assume the newly created 
position of vice-president and divisional 
merchandising manager of shoes, small 
wares and accessories divisions of both 
Alexander’s Department Stores, Inc., 
in the Bronx, here, was announced re- 
cently. 
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GOLF SHOES 
GOLFERS DEMAND QUALITY 


PAR-BUSTERS HAVE IT 


We don't strip our shoes of essential 
features to save you pennies 


$4.95 













Style #210 
7 te 12 


Cc & D Widths 
Immedicte Dellvery 
MARATHON SPORTING SHOE CO 
116 Dwaene St... New York 7, N. Y 








JODHPUR BOOTS 


COMPARE!! 
LADIES" 








© Packed 12 as- 
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® Lined Throughout | 


Slogan Contest Winners 
Announced 


New YorK—Last season’s advertis- 
ing campaign of the Marion Shoe 
Division, Daly Bros. Shoe Company 
was considered unusually successful by 
company officials. Built around a 
national slogan contest for the com- 
pany’s product, and tie-ins with Ameri- 
can Airlines, the campaign was believed 
to have been particularly effective in 
stirring interest at the point of retail 
contract—as attested by the fact that 
almost one-half million contest entry 
blanks were distributed, largely through 
dealers. 

Winners and prizes in the contest, 
which closed December 15, 1946, have 
been announced as follows by the com- 
pany’s sales manager, Walter C. Roose, 
who supervised arrangements: 

First prize, one round trip to Europe 
via American Airlines, or cash equiv- 
alent, Howard L. King, Detroit, Mich.; 
second prize, one round trip passage 

[TURN TO PAGE 108, PLEASE] 





Former Florsheim Executive 
Elected Head of Credit Group 


Cuicaco, ILt.—R. L. Seaman, vice- 
president of Star Merchandise Co., Inc., 
Chicago, was elected President of The 
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BOWS 
“GLAMORIZERS” 
by ACE BOWS 


Samples of other styles on request. 


jational Shoo Fair 
ACE BOWS, INC. 
212 20th Street Brooklye 32, N. Y. 











ENGINEERS’ BOOTS 


ENGINEERS 
BOOTS 


THINK OF 


SERVICE 








No. 5701—Men's I!- 
inch black waterproof 
upper. Leather soles. 

Rubber heel. Good- 


sorted sizes to 
case 


42-9 5-8 5-9 
C Width 











IMMEDIATE DELIVERY 
MARATHON SPORTING 


SHOE CO INC 


116 Duane St New York 7, N. Y 





BOOT HOOKS 
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RIDING BOOT HOOKS 
Wood Handle. Six Inch Steel Hook. 
Priced at $4.20 per dozen pairs 
immediate Delivery. Samples on Request. 
LYONS & COMPANY 
120 Dwene Street, New York 7, WN. Y. 
QUALITY SHOE STORE SUPPLIES fer 44 years 








Buy Savings Bonds 
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R. L. SEAMAN 


Chicago Association of Credit Men, it 
Was announced at the association’s an- 
nual meeting recently. 

For many years Mr. Seaman was 
associated with the Florsheim Shoe 
Company, entering their employ in 1923 
in a minor capacity in the manufactur- 
ing end of the business. He advanced 
through various departments including 
sales and financial and in 1934 was 
made general credit manager. Shortly 
thereafter, he was elected to the office 
of assistant treasurer. In 1941, Mr. 
Seaman was elected treasurer of the 
company and served in that capacity 
until March, 1946, when he resigned to 
take over an ownership interest in and 
management of his present company. 

While with the Florsheim Shoe Com- 
pany, he travelled extensively in their 
interest and became one of the best 
known executives in the footwear field. 
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PRICE TICKETS bring sales! 


Many Colors—109 prices fo choose from 


WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 


BOOT AND SHOE RECORDER | 
209 Se. STATE ST. 
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| 
WE SELL | 
QUALITY SHOES | 
AT A PRICE | 
Quelity Shoes Since 1932 


Surpluses From the Nation's 
Leading Manufacturers 
M. K. WEIL SHOE CO. | 
While in Town See Weil 


1215 Washington Ave. 
St. Lovis 3, Mo. 





BARIS SELLS 
Quay Shae, from Sr 


WOrth 2-5190-i 
79-81 Reade St., New York 7, N. Y. 











RUBBERS 


8 LT FT 


MEN'S SNUGFIT RUBBERS 
assures perfect St. 








In stock. Write or Wire. 
AMERICAN SHOE CO. 


25! W. Jeff. Ave., 
DETROIT 26. MICH. 














Appointed Distributor 


New York. — The Hudson Leather 
Company, Inc., of 25 Frankfort street, 
here, has been appointed sole New York 
distributor for the complete line of calf 
leathers of the Blumenthal Leather 
Company, of New York. 





Correction 


Due to an error, the wrong prices 
appeared in the order coupon of The 
ParCleat Mfg. Co. advertisement in 
the April 1st issue of Boor AND SHOE 
RECORDER. 

Correct prices as displayed in the 
ad are as follows: $1.71 pair. $20.50 
dozen. The Recorder and The ParCleat 
Company regret’ this error and any in- 
convenience it may have caused. Refer- 
ence should be made in this issue to 
the ParCleat ad appearing on page 93. 


Honor Thalheim at Fund 
Raising Dinner 

New YorkK—At a testimonia! dinner 
in honor of Sidney Thalheim, president 
of the New York Shoe Wholesalers As- 
sociation, sponsored by the Civic Cen- 
ter Synagogue Building Fund Commit- 
tee, guest speaker Rocco A. Parella 
stressed the vital necessity for all 
faiths to maintain adequate house of 
worship in localities where they are 
needed. Sixty-two wholesalers were 
present at the function held at Gas- 
ner’s Restaurant on Duane Street. 

The Fund Committee is at present 
raising funds for the construction of 
a representative House of Jewish Wor- 
ship on the property which the Syna- 
gogue now owns at 79-81 Duane Street. 

Morris P. Arnoff, president of the 
Arnoff Shoe Company, was chairman 
of the dinner and spoke of the strides in 
good will and cooperation in the whole- 
sale shoe industry taken under Mr. 
Thalheim’s leadership. 





Gimbels Shoe Manager 
Resigns 

MILWAUKEE, Wisc.—Preston S. Arne, 
who has been divisional merchandise 
manager of all shoe departments at 
Gimbels, Milwaukee, for the past nine 
years has announced his resignation 
effective June 1, 1947. 

Mr. Arne began his career at Gim- 
bels, Milwaukee in June of 1925. For 
many years prior to his appointment 
as divisional merchandise manager, he 
was buyer of women’s and children’s 
shoes. During the course of his long 
career at Gimbels, the shoe business 
of the store has multiplied by several 
times its original volume*tand today 
represents one of the largest, if not 
the largest shoe operation, in the state 
of Wisconsin, 

Mr. Arne is planning a brief vacation 
following his departure from Gimbels, 
after which he will be ready to an- 
nounce his future plans in private en- 
terprise. 





Named Sales Representatives 
For British Products 


[CONTINUED FROM PAGE 104] 


Fortnum & Mason customer list, it 
carries on a custom trade, with hand 
workers making shoes on the premises. 
English lines featured by the firm are 
Tricker; Padmore & Barnes of North- 
ampton, and Allan Brothers of Edin- 
burgh. A companion service to shoes 
is a custome tailoring department fea- 
turing imported and domestic fabrics. 

The shoe dressing products, which 
will be distributed nationally by Dolan 
& Season, Ltd., are the oldest English- 
made polishes, cleaners and dressings 
for calf, kid, patent leathers and 
suedes. 
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HUARACHES 


. —“~ 











WOMEN'S GENUINE 


MEXICAN HUARACHES 
$1.30 










No. 551 


ALL LEATHER UPPERS 
LEATHER INNERSOLE 
LEATHER OUTERSOLE 
SIZES: 3 TO 9 
immediate Delivery 
Minimum Order 18 pairs 
Terms: Net F.O.B. N. Y. 


GERDA FOOTWEAR COMPANY Inc. 


158 Duane Street, New York 13, N.Y. 














Slogan Contest Winners 
Announced 
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from home to New York City or Los 
Angeles via American Airlines flag- 
ships, or cash equivalent, Fred Pren- 
tice, Chattanooga, Tenn.; third prize, 
air scrip for 2,000 miles of flying via 
American Airlines, or cash equivalent, 
Mrs. Bob K. Peck, Lexington, Ky.; 
fourth to tenth prizes, air scrip for 
1,000 miles of flying via American 
Airlines, or cash equivalent. 

One pair of shoes were awarded to 
each of the next forty contestants. 

The slogans were selected on merit 
by an independent board of judges. 

In addition to the national advertis- 
ing, an integrated point-of-sale promo- 
tion was presented to dealers, includ- 
ing: full color background displays, 
window cards, streamers, price tickets, 
mats and “88-feature” cards. 





Made Special Sales 
Representative 


St. Louis, Mo.—L. E. Hardwick, sales 
manager for The Bearfoot Sole Co., Inc., 
has announced that C. R. (Bud) Gage 
has been appointed a special sales repre- 
sentative for the northwest territory, in- 
cluding Chicago, with offices at 1225 N. 
Water Street, Milwaukee, Wisconsin. 
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JUDGED Best of Class 


at every showing 






When the Wioner is picked, it is always 
sponsored by the J. M. Connell Shoe Co. 
whether it’s English Riding Boots — strap- 
ped or side-gored jodhpurs—or “Sea 
Boots”"—Connell Shoe products take the 
Blue Ribbon and medal for all honors. 


ALL styles available in brown and black. 



















Expand Overseas Sales, 
Manufacturing Organization 


New York — Overseas expansion 
of the sales organization and manu- 
facturing facilities of Oomphies, Inc., 





DAVID WEINBERGER 


has been announced by Harold B. Gess- 
ner, vice-president. 

The company will sell directly to 
stores in foreign countries through 
native sales personnel, chosen by a 
representative of Oomphies, Inc., on a 
recent trip abroad. 

It was also announced that a con- 
tract for the manufacture of Oomphies 
had been negotiated with Felt & Tex- 
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tiles, Ltd., in which the firm would 
produce under a license plan in its 
factories in New Zealand and Aus- 
tralia, and with distribution by Jo- 
seph Goldberg, of Sydney, Australia. 

The trademark of “Oomphies” has 
been patented in 46 foreign countries. 

The general direction of the over- 
seas expansion will be under Mr. Gess- 
ner. David D. Weinberger has been 
appointed European export manager. 
Murray C. Randall has been named 
head of the New York export shipping 
department. 

The appointments of sales repre- 
sentatives, which includes three foreign 
retail concerns, was as follows: Bally, 
Inc., of Switzerland; Lema & Co., of 
Puerto Rico; Manne Bros., of the 
Union of South Africa; Joseph 
Werner, of Brussels, covering Norway, 
Denmark, Sweden; Rogelio V. Mar- 
tinez, of Monterrey, covering Mexico; 
Constantino Lopez Hernando, cover- 
ing Cuba and the Caribbean area; 
Martin Weiser, covering Canada. 





Correction 


An error in a news item, headed 
“Looks To Youth for Future,” in the 
April ist issue of Boor AND SHOE 
RECORDER, stated that the John Pilling 
Shoe Company, Lowell, Mass, manufac- 
tured men’s shoes. Actually, the com- 
pany manufactures shoes for boys, 
girls, misses and children. 


=<. x Styling om for = nahn —for Craflsmanship — 
reature J. M. CONNELL’S . Hadid Boots—for YOUR sales. 


J. Mt. Connell Shoe Co., South Braintree, Mass. 
Pacific Coast Distributors — Martin Lee Shoe Company, Los Angeles 





Darlington Wins Decree 


Boston—lIn a general decree, Judge 
Francis J. W. Ford, of United States 
District Court, today ordered that Dar- 
lene of Boston, Inc., Samuel Capen and 
Louis Shindler be permanently enjoined 
from using the trade-mark “Darleen,” 
which is owned by Darlington Fabrics 
Corporation of New York. He further 
ordered that they be enjoined from us- 
ing any expression or designation which 
may simulate, imitate or resemble, or 
is confusingly similar, to the plain- 
tiff’s trade-name “Darleen.” 





Lug Sole Promotion Scores 


St. Louis — Paul Atkins, general 
manager of the Winthrop Division of 
International Shoe Co., reports an un- 
usually gratifying response to the line 
of Winthrop Half Tracks, or lug sole 
shoes, which he spotted in a small num- 
ber of stores about a year ago. 

Following a series of half page ads 
in popular magazines, Winthrop Divi- 
sion received more than 5,000 letters 
of inquiry, also inquiries from many 
dealers. The consumer inquiries came 
from golfers, doctors, lawyers, sports- 
men, dairy workers, contractors, con- 
struction men, high school and college 
students, movie actors and others. The 
movie industry representatives included 
Gary Cooper, who made a purchase 
recently from Tom Austin at 2 East 
45th Street, New York. 
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SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 











basis. 





SALESMAN 


Covering New Mexico, Colorado, Utah, Wyoming, Idaho, and Montana 
to represent old established Manufacturer producing Juvenile and 
Women’s Goodyear Welt Shoes, nationally advertised and sold out of 
stock. Only salesman well known to Trade and now actively covering 
this territory with non-competing line will be considered. Commission 


Address Box No. 767, care of BOOT AND SHOE RECORDER, 10 High Street, Boston 10, Mass. 

















ATTENTION, 
SALESMEN 


YOU CAN EARN from $10,000 to $15,- 
000 per year with an Old Established 
Wholesale House operating In-Stock De- 
partment. Have openings for additional 
salesmen to cover mid-western and 
Southern States: prefer men with genera! 
line experience; give full particulars os 
to past experience. 


Cc: W. MARKS SHOE CO 
41 So. Wells Street, Chicago 6, Ilincis 











EXCELLENT 
OPPORTUNITY 


for two (2) salesmen with established, 
Nationally advertised Line Women's 
Casuals, $6.00 to $8.00 retailer. 

One territory California and Arizona; 
One territory Texas, Louisiana, Arkansas, 
Oklahoma. State references. All replies 
held confidential. 


Address 766, care BOOT & SHOE RECORDER 
100 East 42nd St., New York 17, N. Y. 














133 South 11th Street 








EXPERIENCED SHOE SALESMEN 


To carry the well known GAY STEPS line of Children’s 
and Misses’ Casuals and Conventional Cement all-leather 
shoes. Several valuable territories with established trade 
open. State Age, experience, previous lines carried. Non- 
conflicting other line no objection. 


ARNALL, INC., MFGRS. 


St. Louis 2, Mo. 











SALESMEN 


Calling on Juvenile Shoe accounts, to handle 
side line of Children’s Sandals. This is an ex- 
cellent opportunity to tie up with fine, pro 
gressive, highly meee manufacturer. All 


replies held in strict nce. 
Bex 768, care BOOT & SHOE RECORDER 
1221 Loeust Street, St. Louls, Me. 














HOW WOULD YOU LIKE 10 
REPRESENT A COMPANY 


t—manufacturing a nationally known 
Rubber Footwear line—accepted 
as the Jeader in its field. 
2—with a reputation for fair dealing, 
integrity, honest values. 
3—with a line backed by national ad- 
vertising— has been advertised 
longer than any other brand of 
Rubber Footwear. 
4—expanding its Line of new and 
staple items, offering a long range 
opportunity for young men with 
retail footwear experience. 
Write in confidence outlining experience 
end qualifications to — 
SALES PERSONNEL MANAGER 
Box 771, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 10 cents a word under any of our classified headings. Minimum rate is $1.30 
for each insertion. When a box number is desired, addressed to any of our offices, 12 words must be added for this and charged 
at the word rate. If advertiser’s own name and adaress is used, count each word (street number is one werd) at word rate. 
Classified advertising is payabie in agvance. Send check or money oraer with your copy. No accounts are opened for ciassified 
advertising except for reguiar advertisers on contract. 
The rate for all dispiayea or boxec in Classified acvertisements is $7.00 an inch with a maximum of 46 words per inch. 

= 


= Advertisements for this page must be in our New York Office 10 days preceding publication dete 








Boot and Shoe Recorder 




















SALESMAN WANTED SALESMAN WANTED SALESMAN WANTED 


_SALESMEN 5 WANTED | 
Are You picts ine, of CURDS — aauay 


$6.50. This is a new line — a 

ing shoes which will NA - 
A $20,000 a Year Man? RLY DISTRIBUTED ‘within next low 
’ months. Applicants must be expe- 
rienced, and have following in De- 











ili i i t St d Better Priced 
If you have the ability to earn that kind of money, and if wee > Rca = A 
you have a following among retailers who can use shoes in OPEN: NON-CONFLICTING SIDE- 
fairly good volume, and department stores, we want to hear LINE ACCEPTABLE. Write giving 
full experience and references to 
from you. JUVENILE DIVISION. J. IN 
We can back you up with an outstanding line of Women’s SPENCER. MASS. 





Novelty Footwear, and 100% delivery. Write stating age, 


experience and qualifications. All territories open. WANTED- EXPERIENCED SALESMEN 


As Direct Factory representatives of 


Address 765, care BOOT & SHOE RECORDER fine line of Women’s Goodyear Welt 
Sport and Walking Oxfords. To top 


100 East 42nd Street, New York 17, N. Y. notch men we can offer excellent 
proposition on Staple Line. 
Address 763. care BOOT & SHOE RECORDER 
109 East 42nd Street, New York 17, N. Y. 


" SHOE SALESMEN 
2 EXPERIENCED WOMEN’S SHOE, SALESMEN YE SALESM 
WANTED FOR FOLLOWING TERRITORIES: ren pemanaing ane ote 


Types, direct from factory. Fon tie 
basis; 




















Mississippi. Alabama, Georgia, Florida and South Carolina yy ay BY tT 
clusively or on non-conflicting basis. 
Kentucky, North Carolina, West Virginia, Virginia and coverage and references. 
Tennessee All replies will be held strictly confidential 
ee ie tee Oe 
Nationally advertised, nationally known high-grade Women’s 
Shoe Manufacturer, making complete line of open and closed SALESMEN WANTED 
toe type Shoes; also Platforms. Line retails at $12.95 to to sell, manufacturers in, stock line of 
$14.95 and is handled by many leading stores in America. 6 ny 
° 
Write giving experience, references and full particulars to: pow pnt yy MKF -, 


Address 695. care BOOT & SHOE RECO 
100 East 42nd St., New York (7, &. Y. 


SALESMEN WANTED 


To handle Wholesale Line of 





SOX #785 CARE OF BOOT AND SHOE RECORDER 
100 EAST 42nd STREET, NEW YORK 17, WN. Y. 












































| Sia Anny aay _ Women's Novelty Footwear retail- 
tend Moccasins; ro ei cE ing from Six to Ten Dollars a pair. 
| ommissi: basis. : . r a 
ATTENTI ON INC. 2415 No. Howard Street, Philadelphia veer! a ee ee 
SHOE S ALESMEN aaa — = . small Chains. Excellent drawing 
AN to carry Line of In- account and commission. erri- 
a = oo ih n~ FA Bests” ag A me tories open: New England, Pennsy!l- 
Experienced salesmen wanted by lead- | DIX FUR GO. INC. Glcosvile NX. ¥. vania, Chicago and Illinois area, 
ing Wholesaler of Women's Arch Type and South West. Write directly, giv- 
Shoes; large in-stock department; also ing full references to: 
Sport Shoes, Spectators, Novelties, and 
Casual Footwear. | SALESMEN WANTED = =. 
Excellent ity for men of hi : - 
lit +d greg a heads 9 New England Manufacturer of well ad- 
Give full information as to experience vertised branded lines of Women's Sport FULL TIME AND SIDELINE SALESMEN 
and familiarity with your territory; Shoes of medium and better grades has WANTED: Established Wholesale Shoe Firm 
send references and snapshot ia your opening for a few side line salesmen of mantiing coqyiee Une of Mave, Eee. = 
irst letter good repute and following. Give full ond Semee a celeron open. Write, giv- 
— : particulars including age, experience, ing bE OF references. State 
STATE PRESENT OR PREFERRED line yo desired. Address: THE ACME SHOE SHOE CO cow 
TERRITORY. Replies strictly confi- Se eng cad’ whet terchory | | PANY, 1988 W. Siuh St. 
dential. : SALESMEN WANTED: for Middle Atlantic 
a Stat South, to carry High 
nn ee BOOT & ones RECORDER cn tae ee Grade ing of Children's and Bors’ Ortho 
100 Street, New 17, M. ¥. i Regular . Address $782, care 
10 High Street, Bostes 10, Mess. Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 
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SALESMAN WANTED 


LINE WANTED 


BUSINESS OPPORTUNITY 





ANTED: SALESMEN BY _ ESTAB- 

By MANUFACTURERS. Short line 

‘ast selling Men’s and Women’s Leather and 
Sheepekin Lined Slippers. This is a hot line. 
Attractive volume price set up as well as better 
retail and Department Store Trade. No objec 
tion to carrying non-competitive line with ours, 
Only high Calibre men who are willing to work, 
and can sell, desired. Absolute cooperation ex- 
tended to right men. Territories open: New 
England, Texas and surrounding territory, 
South West, California, Washington, Oregon, 
Nevada, Arizona, Illinois, Wisconsin, 
Iowa, Minnesota, North and South Dakota 
and all Southern States. Address #773, care 
Boot & Shoe 5 Oe 100 East 42nd Street, 
New York 17, N. 


HELP WANTED 











MANAGER WANTED 
Orthopedic Shoe Department. 
Must be thoroughly experienced. 
Philadelphia. 


Address 732, care BOOT & SHOE RECORDER 
100 East 42nd St., New York 17, N. Y. 











A SBISFART FOREMAN OR FORELADY 

Modern Hi Ladies’ Shoe Fac- 
tory, “Compo Process, producing 2000 pairs per 
day. Only those apply having complete knowl- 
edge of fitting room procedure, especially rack 
system and high quality standard. Address 
#774, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 


Stree FITTER, EXPERIENCED IN COR- 
sive QEOOTWEAR: excellent proposi- 
Sta ualifications.s HEALTH SPOT 
SHOE SHOP. 1023 Sixth Ave., San Diego, 


if. 














CHILDREN’S LINE WANTED 


Experienced shoe sales manager 
is desirous of securing a strong 
line of children's shoes for rep- 
resentation in Eastern territory. 
Has wide acquaintance with 
leading department stores and 
large retail establishments. Best 
of references. 


Address 712, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














FOR SALE 








WE SELL WOMEN'S 
FACTORY DAMAGED AND 
WORN SHOES, CASE LOTS. 


WRITE FOR SAMPLES 


Address 770, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 


Two FAMILY SHOE STORES, located in 
Northern California towns; thirty miles dis- 
tance between stores; Popular priced Lines car- 
ried; Rent $100 per month. Good lease on both 
stores. Wil] submit details to principals only. 











Address: Box #772, care of Boot and Shoe 
oe 5410 Wilshire Blvd., Les Angeles 
36, L 





LINE WANTED 








ith Association, 

TRAVELERS ASSOCIATES, ROOM 320, 
BLOG., 2189 WEST SEVENTH STREET.” 
ANGELES 1/4, CALIF. 











EW PACIFIC COAST WHOLESALE 

OUTLET WANTS MANUFACTURERS’ 

lines Medium Priced Ladies,’ Growing Girls 

and Children’s Dress and Sport Shoes. Ad- 

dress: Box #776 care of Boot and Shoe 

wn’ 5410 Wilshire Blvd., Los Angeles 
>» Cal 


EXPERIENCED SHOE SALESMAN wants 

Shoe Manufacturer or Jobber’s Line to sell 
Greater New York retail trade. Address #778, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, > 


UCCESSFUL SALESMAN, established fol- 
lowing among better stores in California, 








Arizona, New Mexico, wants Manufacturers 
Line of Ladies’ or Children’s Quality Footwear. 
Excellent background. References. Address 


#779, care Boot & Shoe Recorder, 100 East 


42nd Street, New York 17, N. Y. 


HERES YOUR MAN! 


Topnotch Managerial and Promotional 
Salesman; excellent character and abil- 
ity desires good connection with pro- 
gressive company for Greater Metro- 
politan area, and New Jersey. Very 
well acquainted with all leading De- 
Partment Stores, Chains and Retail 
Outlets; Men’s, Women’s Children’s 
Shoes. No sidelines. Finest references. 


THE RIGHT MAN FOR THE RIGHT JOB. 


Address 783, care BOOT & SHOE Bw R 
100 East 42nd Street. New York ~ _ 
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i 


PULLMAN SLIPPERS 
Fine Quality Fabric, O.D. color; 
soft leather soles; Sold for $16.50; 
sizes 7-12; Now $9.00 dozen. 

CAPITOL SHOE FINDINGS CO . 
~128 Lincoln St. Boston 11, Mass. 











SHOE STORE FOR 

SALE in Greater Miami area; One of 
nicest stores in territory. For further informa- 
tion write to Box #777, care of Boot and Shoe 
Recorder, 100 East 42nd Street, New York 17, 


N. 


A 


St., 


EN’S AND BOYS’ 





DRIAN SHOE X-RAY MACHINE FOR 
SALE. Fink Shoe Co., Inc., 312 Livingston 
Brooklyn, N. Y. Phone: Tr. 5-3062. 





POSITION WANTED 


TEX YEARS’ EXPERIENCE selling all types 
of merchandise. Willing to invest in ¢ 





proposition. References exchanged. Address 
#775, care Boot & Shoe Recorder, 100 East 
42nd Street, New Y York 17, N. Y. 








IGHLY SUCCESSFUL RETAIL SALES- 

MAN with vast background in all phases 
of retailing, including Managing stores, with 
Present employer 15 years, wants to transfer 
to Far West. Address #780, care Boot & Shoe 
a 100 East 42nd Street, New York 
SJ— Ge Be 





WANTED TO PURCHASE 


VETERAN WISHES TO PURCHASE 
FAMILY SHOE STORE in town of 15,000 
or more, 


located in Wisconsin, 
=. Will pay 100% on stock. a= AY 
Address: 


esired, Give 
JAMES T. ARENZ, Box 683, La Crosse, Wis- 
consin. 




















Wonderful Chance 


TO GET IN THE 


Retail Shoe Business 


With a minimum investment and risk. 
A Men's Exclusive Soft Leather Shoe 
Store, excellently located in Philadelphia, 
Pa., doing an outstanding business, and 
the only store of its kind in America, 
desires to rent a concession to put in a 
Women's Department to operate along 
the same lines—soft leather, conservative 
shoes only. No investment for fixtures 
required; cooperative advertising can be 
arranged; Rent $200 per month, includ- 
ing heat, light, telephone and janitor 
service. 


Address 764, 


care SHOE RECORDER 
100 East 42ne 


York 17, N. Y. 





BOOT & 
St., New 











FUR TRIMMING 








RABBIT FUR TRIMMING 
IN PASTEL SHADES 
FOR THE SLIPPER TRADE 
Write for Quotations to 


NATIONAL FUR DYEING CO. 
447 S. Hewitt St., Los Angeles 13, Calif. 














WANTED TO PURCHASE 








CASH FOR YOUR STORE 
Will buy stock, fixtures, lease. Shoe 
stores and Chains wanted in Pennsylvania, 
Jersey, Delaware. 


Address 062, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N.Y. 











W ANTED: X-RAY MACHINE. in good con- 

dition. WUENSCH, 33 Halstead Street. 

East Orange, XN. J] Orange 42600 

FAMILY SHOE STORE w ANTED New 
York or New Jersey area; $25,000 cash 

ready. Will buy outright or lease. Address 

#781, care Boot & Shoe Recorder, 100 East 


42nd Street, New York 17, N. 


VETERAN DESIRES SHOE STORE 
New York City or Long Island; 
$40,000-$60,000 volume; Cash 


proposition. 
Address 784, care BOOT & —s. ‘a or 
100 East 42nd Street, New Y' . 











WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
of 
=. Sa Shoes for Men, Women end 
FOR CASH 


BROITMAN-GAFFIN SHOES, INC. 
147 Duane Street, New York 7, N. Y. 
Telephone: WOrth 2-4548 











Boot and Shoe Recordar 














WANTED TO PURCHASE 


WANTED TO PURCHASE 


MERCHANTS’ NEEDS 








1215 Weskingtos Avense—St. Louis, Me. 


TOP PRICES FOR YOUR SURPLUS BETTER GRADE SHOES 


M. K. WEIL SHOE Co. 











Quality Shoes for Men, Women 
and Children 


79-81 READ STREET 


BARIS BUYS for CASH 


Scrupuious Protection for your Name and Brand Since 1932 


BARIS SHOE CO., INC. 
WOrth 2-5180 


Shoe Stores 
Short Term Leases Assumed 


NEW YORK 7, N. Y. 














SELL YOUR JOB LOTS 


To 
SAM CAMITTA & SONS 
95 Reade St., New York 13, N. Y. 
FOREMOST SHOE BUYERS SINCE 1996 
COrtieadt 7-€378-8 











WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 


SHORT LEASES ASSUMED 


YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs” 
89 READE STREET 
New York City 
Phone BARCLAY 17-7887 





MERCHANTS' NEEDS 








NEW AND IMPROVED 





.00 
$5:°°° Poy Cup 
GROSS for Price Wee 
$9.75 . 
HALF GROSS 
TILFS AT 
ANY ANGLE 
M. M. D. nf OLLINGER co. 


ST. LOUIS, MO. 














MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH 1 TOP PRICES 
Discontinued stocks 


HARRY HESS 
76 Reade Street New York 7, N. Y. 
Teleshese: WOrth 2-896! 











GET TOP VALUE 
In Selling Your 
e SURPLUS STOCKS or 
* COMPLETE STORE 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 
Phene—LOMbaré 2062 








CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 
B. SABIN 


98 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 





AV ADVERTISING 





Dead CTA 


—here's how to get 
More Business! 


f 
zit 
i 
f 


this valuable service and the special short 
term trial offer. No obligation, of course 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service Organization 
342 Madison Ave., New York City 














Buy Savings Bonds 














Fischer Self Adjusting Bunice 
Protector 


Retieves Pressure on Bunion. Pre- 
tects Entarges Joints. Preserves 
Shape of Shes. Hides Deformity. 


Ask Your Shoe Findings 
Jobber 


Est. over 40 years 
THE FISCHER MFG. CO. 
Milwaukee (|. Wis. 











SHOE FORMS REFINISHED 


We repair and refinish Shoe Forms, like sew, 
at a great savings. Chain Stores profit by 
. Will refinish 2 pair FREE in 
newest shades for approval. Samples returned 
with complete details. 


SPRA-LAC REFINISHERS 
59 Spring Street, Waterbury 22, Connecticut 








YOUR ekonpver showing 
MEXICALI SANDALS 


} Ry —— Sox) quiity : son 
Write — MEXICO CO., Dept. BSR, Cel 
sent on request. 


exico, 
Terms: 2/10, net 30. 











NYLONS 


* FIRST QUALITY 

* SHEER FULL FASHIONED 
* ALL NYLON (TOP to TOE) 
* BEAUTIFUL NEW SHADES 
* SIZES 82 to 10% 


IMMEDIATE DELIVERY! ! 
NEW LOW PRICE! ! 


51 GAUGE-*1 3°" 
as GAUGE-*1 1°° 


doz. 


PARKER'S 


9040 Commercial Avenue 
Chicago 17, Illinois 











REgent 1030 
Terms: Net 10 Days. Minimem 
Order 5 Dozen. Select Your Own 
Sizes. 
WANT « permanent business 
profession of your own! Leara 
DO YOU the Stephenson Method of 
— and Sitting corrective 


arce supports. 
pee ag yyy yy Now 
terms for home training 


Stephenson Method. 12 So. Market St.. Boston. Mass. 
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When the Honeymoon is over 











ink of these EXTRAS / 











aa 


Allen Edmonds’ unique STOCK PLAN 
-» + Cuts inventory, multiplies turn-over, 


pyramids profits. 


Consistent national advertising—year 
‘round in ESQUIRE, seasonally in 
TIME, NEWSWEEK, HOLIDAY. 





7 


Allen Edmonds’ exclusive U-TURN 
Flexibility. 





ke 








Allen Edmonds’ special Nailess Osteo- 
path-ik Construction. 








Advertising aids — cooperative advertis- 
ing, mat service, display material, book- 


lets, etc. 
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Glen Edmonds 


THE SHOE OF TOMORROW 


ALLEN EDMONDS SHOE CORPORATION « BELGIUM, WISCONSIN 
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; E tonic Quality in shoes — 


the “hidden asset” that shows on your 
cash register—it continues to mean 
sure, profitable sales. Etonic 
Quality makes the price 
“right” 
A few selected franchises 
now available. 


Etonic Clyde Last 
Finest Fit in Footwear 





Etonic National Advertising 

is Style News Throughout The Year 

In Esquire—The Magazine of Men's Fashions 
In Pic—The Magazine for Young Men 

In Newsweek —The Magazine of News Significance 
And in The Nation’s leading Newspapers Coast to Coast 





MADE AT BROCKTON, MASSACHUSETTS BY CHARLES A. EATON - FINE BOOTMAKERS SINCE 1876 
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MADE FOR EACH OTHER 


SELBY’S 


Moa 


and 


"OME 


NATURAL 


SOL SiPwiiTs 





Ir. just natural to find Colonial Natural Sole Splits paired off with 
famous shoe names like Selby. Clock round Easy Goers have to be comfortable. That's why 
Selby chose a sole split flexible enough to cushion a baby’s foot! Casual shoes have to 
take plenty of pavement pounding. Impartial tests have proved that Colonial chrome tanned 
Natural Sole Splits outwear prime bend leather! And when Selby wanted to put a moderate 
price tag on Easy Goers it certainly was smart to use these better soles that actually cost 


less money! Why not find out what Colonial Natural Sole Splits can do for your line? 
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Youne MEN do not exist on lollipops alone. Some kids get 
a kick out of a slick, new sport coat, others cling to the old rough and tough turtleneck 
sweater tradition. But, they all thrill to a brand new pair of shoes, particularly 
Gerberichs. And, why not? Everything that could be put into shoes to please a real boy's 
eye, you'll find in Gerberichs and Gerberich-Payne's Official Boy Scout Shoes. Boys go for 
their rugged good looks . . . Mothers like the way they stand hard knocks, wear longer 


and look better. 
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